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D0 YOU im WE URGE VERLES? 





I{ so, a word about ours would not be 
amiss. It’s the SAN FRANCISCO WEEKLY 
EXAMINER, circulating over 70,000 copies 
each issue. ‘Paid copies, too. It’s by far 
the Largest Weekly on the Coast, and those 
who know say it brings the largest returns. 
It reaches the country folk—farmers, plant- 
ers, ranchers, wine growers, etc.—and on 
the Coast that class is not mortgaged to 
death, either. ‘Don’t you think it would 
pay you to use the WEEKLY EXAMINER ? 
Anyway, there is no harm in getting rates, 
etc. Fusi write for ’em. 
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THE SAN FRANCISCO ) EXAMINER, 








; 186 & 187 World Building, 
New York City. 


E. KATZ, Eastern — 


Eastern Office: 
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= We Have Declined fe 4 
+= Many Large Orders “ ©; 
PSs from first-class advertisers because we were ef 
ESS unable to give as large discounts as the pur- m4 
ESS chasers thought they should have —their 4 
ESS opinions being based on the rates secured 4 
FSS from the sellers of other advertising space. 4 
SS It is always a disappointment to have negotiations == 4 
: end in this manner, but it is sometimes necessary in 322 4 
order to give all customers fair treatment. 4 
No man likes to feel that some competitor may be 4 
purchasing advertising space for less money than he 4 
himself is paying. If there is no standard price he 4 
never knows just what kind of a trade he has made, 4 
for the next mar may secure a still better bargain, 4 
which is an injustice to the first—none the less an 
injustice that the first man is unaware of the fact. 





E It is to prevent such injustice to advertisers in the 3} 
3 Atlantic Coast Lists that we decline offers which do 33 
not come up to our rates—rates which have been 
224 carefully formulated and are based on the value of OS 4 
<ti Our space : 

% We believe that the time will come when those of &3 
zéa our friends whose offers we have been forced to refuse ¥ 
2z4 in order to be consistent to our “fair to all” prin- & : 
.3%4 ciples, will realize our pesition and place their busi- 

i ness with us, confident that they are to get full value 933° 





3%4 for their money, and that others are not getting the pa 
354 same value for less money. mS 4 
SA We ask correspondence and will be pleased to RS 
334 give our best figures at any time—the larger the co 
4 
4 








S YAS = 
334 order the better the figure. Ses 2 
eR oe 
334 1450 Local Papers. One order, one electrotype & S 
S23 does the business. = 
LR URS 
Bees Ss 
© AVLANTIC COAST LISTS, “**rew'sons crc” 4 
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ADVERTISING A HOTEL. 
‘Br Simeon Ford, 

Proprietor of the Grand Union Hotel, N.Y. 

When we began business here, years 
ago, Forty-second street was, compara- 
tively, a howling wilderness. People 
thought it was too far uptown for a 
hotel, and patrons were so rare as to 
occasion remark. So we took to ad- 
vertising and we kept it up for years, 
and the consequence is that now it is 
not an uncommon thing for patrons to 
tumble over each 


boarding the editors—we hadn't room 
for them—and now we entertain more 
people than any other hotel in New 
York. 

Of course, this change was not all 








brought about by advertising. The 
city has grown up tous. The shops 
and theatres have come uptown. The 


elevated roads have shortened distances. 

Then the hotel business is a cumula- 
tive one. Brown, if he is suited, sends 
Smith, and Smith sends Robinson, and 
soon. But the trick is to get Brown, in 
the first piace. A 








other in their eager- 
ness to get into 
the hotel before the 
rooms are all oc- 
cupied. Forty- 
second street is no 
longer **’way up- 
town,” but I don’t 
know that I can at- 
tribute that fact to 
our advertising. 

We began by in- 
serting our ad in 
the patent insiders. 
We did that be- 
cause they were 
cheap, and the edi- 
tors were willing 
to board out their 
contracts. We used 
to have wonderful 
aggregations of 
journalistic talent 
under our roof. 
The air was heavy with editors. 
They lived high. Nothing was too 
rich for their blood. They seemed to 
have patent insides as well as their 
papers. Wine flowed like water. 

Our income consisted mainly of 
receipted advertising bills. But after 
a little the public began to crowd the 
editors, and the editors began to mur- 
mur at the invasion of their rights; but 
when they murmured too loudly we 
would startle them by making a cash 
offer (deducting a reasonable discount, 
of course!) Later on we had to stop 








Mr. Simeon Forp. 


hotel must be ad- 
vertised in some 
way to get it start- 
ed. Once started, 
if well run, it 
ought totake pretty 
good care of itself. 

Our hotel was 
not handsome, it 
was not central, it 
had no art gallery 
to set people talk- 
ing. We had to 
interest them some- 
how and get them 
to come, and we 
did it by news- 
paper advertising. 

In the light of 
modern  advertis- 
ing, with all the 
aids of advertise- 
ment writers, beau- 
tiful type, pictures, 
borders, etc., I feel a little ashamed of 
our crude, old-fashioned ad. And yet it 
seemed to get there. We always tried 
to follow pure reading matter, and we 
always headed our ad ** Important” 
(a chestnut now, but not used much 
then). Then we proceeded to harp on 


just one set of strings: 
** Rooms, $1 a day. 
**Just across the street 
Grand Central Depot. 
‘* Baggage to and from depot free. 
“* Carriage hire and baggage express 
saved,” 


from the 
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That's all we had to say. I used to 
try and think of something else, but 
that seemed to be the whole story. 
But there was material there to appeal 
to folks of moderate means (and that 
was the class we were after), They 
saw that $1 would give them a room 
for twenty-four hours, ‘They saw that 
they wouldn’t have to wrestle with hack- 
men or baggagemen. They saw that 
the hotel was just across the street 
from the depot, and that they ran a 
fair chance of getting there without 
oeing buncoed or robbed or murdered 
(and that means a good deal to a coun- 
tryman). So they naturally said to 
themselves: ‘* We'll just try that place 
and see what it looks like, and if we 
don’t like it we can hunt up some other 
hotel at our leisure.” 

Once we had them in our grasp we 
tried to treat them so well that they 
wouldn’t go elsewhere, but would 
come again and send their friends. 

Later on, as we became more pros- 
perous, we advertised in the best of 
mediums, and gradually we got a better 
class of patrons; but we always kept 
on about the same old ad, except that 
we used a cut showing the hotel’s near- 
ness to the depot, and showing how 
small the Grand Central Depot is when 
compared with the Grand Union Hotel. 





oaeianickoemdaion 

THERE are few things of which it 
can be truthfully said that they are 
never advertised in the newspapers. 
Even the gambler finds publicity desir- 
able, as_ witness the following ad 
from the Carson (Nev.) Appeal: 


BENO! 


Every night at the Criterion Saloon. 
Extra pot every Sunday night. 
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THREE STYLES IN EMULSION ADS, 
‘By Horace Dumars. 


Those who have closely watched the 
advertising put out by Scott & Bowne, 
during the past two years, have noticed 
three different styles in connection 
therewith. First, heavy display lines 
and small cuts marked the style in 
vogue up to the fall of 1891. Prior to 
this date the idea seemed to be that 
people must be forced to notice the 
announcements of this firm, and al- 
though readers might not stop to digest 
the full text of their advertisement, yet 
by continually having the words, 
‘“Scott’s Emulsion,” placed before 
them, effective advertising was being 


SCOTT'S 
EMULSION 


Of Pure Cod 
Liver Oil and 
AYPOPHOSPHITES 
of Lime and 

Soda 
© cnteone and prescribed by peoteg 
and Mypophospadt es are tne recnguianl 


genie in ike cure ot C 
Os palatable as milk. 


«* 
Scott's Emulsion 0.207% 
44 @ wonde. Pieah Pretucer, Ut iathe 
Beer Temedy for CONSUMPTION, 




















accordance with the old-school methods, 


acconiplished. ‘This style is strictly in | 
the idea being that the constant drop- 





ping of water will in time produce a 

marked effect upon the hardest stone, 

and that people can be forced to read 

general advertising, provided there is 

strong display or attractive cuts in 

connection with same. ‘ 
In time it was deemed best to adopt | 


new lines, and so a sweeping change 
was made, the ‘* Powers” style adopted, 
and matter prepared by the gentleman 
of that name The former style 
of heavy display was abandoned, and 
nothing that would specially proclaim i 
Scott's Emulsion appeared in the way 
of display lublishers were 


used 


leased 


uml the advertising matter had an in 


ting look People found nothing 
biecthonalole whereas an occashonal 
emle i wathetic tastes might have 
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their particular lines; but, as far as the 
average person was concerned, the 
opinion not infrequently prevailed that 
these advertisements, set in handsome 
old-style pica, belonged to one of the 


You would not suspect it 
from the taste; there is cod- 
liver oil in Scott's Emulsion. 

It looks like cream ; it is 
like cream. Cream is bits of 
butter covered with some- 
thing else—you do not taste 
the butter. , Scott's Emulsion 
is drops of cod-liver oil cov- 
ered with glycerine. 

Cream is an easier food 
than butter, because it is in 
bits. Scott's Emulsion is cod- 
liver oil made easy; the 
drops are invisibly fine ; they 
do not resist digestion. 

Will you read a book on 
it? Free. 

Scory & Bowwa, Chemists, 132 South xh Avenue, 


Mew York. 
Your druggist keeps Scon's maison of cod-trver 
druggum everywhere du, §1. 
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firms mentioned, and unless time was 
hanging heavily on their hands, readers 
seldom devoted much attention to en- 
lightening themselves further on this 
point. Like good people, who are 
neither offensive nor yet able to attract 
much attention, this style of advertise- 
ment, no doubt, performed its mission; 
and, although the business of this firm 
forged ahead ina remarkable way, it is 
possible that this increase was in a 
measure due to their former persistent 
advertising and the get-there style that 
has characterized the efforts of Scott 
& Bowne, and made their Emulsion 
famous the world over. 

j Having made their start in the direc- 
tion of neater advertising, it would 
not do to entirely return to old methods, 











and yet it was felt that something 
A Natural Food. 
Conditions of 
the system arise 
(| when ordinary 


foods cease to 
build flesh— 
there is urgent 
need of arrest 
ing waste—assistance must 
come quickly, from saturad 
' food source 
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neat illustration and a fair amount of 
descriptive matter, set in old-style 
pica, has been the outgrowth of the 
latter determination, and at the expira- 
tion of Mr. Powers’ contract, Mr. C, 
E. Kennedy entered upon the work of 
originating and writing the announce- 
ments of Scott’s Emulsion. His efforts 
seem to have been highly satisfactory 
to those who pay for the space occupied 
by them, and it is the prediction of a 
number of shrewd advertisers that his 
efforts will give better returns than 
those which relied entirely on well- 
written sentences, with nothing to 
appeal to the eye. Mr. Kennedy, I 
have heard, was ever ready to receive 
suggestions, and no doubt the rich 
stock of experience possessed by Mr. 
A. B. Scott and Mr. S. W. Bowne, 
his partner, materially aided in the 
work which now appears in connection 
with their Emulsion in so many 
mediums. 

I predict that the firm has hit upon 
a line of advertising that can be worked 
successfully for several seasons at 
least, and although Mr. Kennedy has 
retired from the expert field, he will 
no doubt, in the next two or three 
years, be able to point to many of these 
handsome advertisements and say: ‘* I 
did it,” and as the Scott Emulsion 
business continues to pile up, these 


same advertisements may turn to 
Messrs. Scott & Bowne with the 
remark that ** We did it.” 

Joun HovucutTon, who in 1682 


started a weekly entitled ‘* A Collection 
for the Improvement of Husbandry 


and Trade,” which proved one of the 
chief promoters of early advertising, 
was the father of matrimonial an- 
nouncements. But the public ' was 


suspicious of the innovation, and the 


editor found it necessary to explain 
that ‘the proposals for matches” 
were genuine, promising moreover to 


manage all negotiations 
with the utmost secrecie and pru- 


necessary 


dence After that he seems to have 
found custom Brewer 
o 
Theis Kesemblance Skrybler 
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The Advertising World. 


Readers are invited to send in news items for 
use in this column. 


A. R. Elliott is putting out some 
advertising in the dailies for Allsopp’s Ale, 
Red Hand Brand. 

N. W. Keane, of 21 Park row, is 
doing business for Johannisberg Water. 

Remington Bros. are doing the ad- 
vertising of Mollinger’s prescriptions for Mr. 
Sawtell, of Ailegheny, Pa. 

The Rumford Chemical Co. is again 
advertising Horsford’s Acid Phosphates. 

The Singer Sewing Machine Co. is 
advertising in the leading weeklies pretty gen- 
erally. Mrs. S. M. Coleman is attending to 
this advertising from the company’s offices on 
3roadway, at the corner of Liberty street. 

The Boston Advertising Agency is 
placing a one-inch ad in the dailies of the 
Metropolitan Air Cushion. 

Fred W. Nostrand tells me he is 
putting out the advertising of the Old Domin- 
ion Cigarettes. It has been confined to city 
dailies so far. 

Some special ads are being put out 
as auxiliaries to the Cuticura general adver- 
tising. 

Geo. W. Place, of 52 Broadway, is 
placing some advertising for the Cludester 
Co. He is also putting out Haida Lamp bus- 
iness in a line of dailies. 

Wm. T. Lyons, of the Produce Ex- 
change, tells me he is handling the business of 
the Hecker-Jones-Jewell Milling Co., Heck- 
er’s Self-Raising Flour, Buckwheat, etc. He 
says that at present New York and Brooklyn 
are being worked, and that gradually the field 
will be extended, Boston and vicinity probably 
being the next territory. 


Lord & Thomas are placing some 
book advertising for the John Church Co., of 
Cincinnati. Religious papers are being used 
a good deal. 

George Batten, of the Potter Build- 
ing, is doing some advertising for the National 
Lead Co., dailies, weeklies, agricultural and 
religious papers being used, Mr. Batten has 
also about completed a line of ads for the 
Vacuum Oil Co., in agricultural and religious 
mediums. 

The Dr. Loring (Obesity Pills) bus- 
iness that Washburn & Barrett are doing is 
going into dailies and weeklies. The same 
agency is putting some fifteen-line watch ads 
in agricultural papers and monthlies. 

Ordway & Co., of Philadelphia, are 
placing some business direct. I understand 
that weeklies only are used. 

A Boston advertising man teils me 
that the Dodd Agency is putting out Koal- 
Spar business. 

W. W. Sharpe & Co. are making 
Santal Midy renewals in the weeklies, 

It is generally reported that the 
reading notice ads for Dr. Williams, which are 
being placed by Ayer in the dailies, have 
already amounted to over $100,000. 
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The Bradshaw Mfg. Co. will adver- 
tise the Young America bicycles somewhat 
extensively this season, F. P. Shumway, Jr., 
25 Bromfield street, Boston, has charge of the 
advertising department, 

The Pittsburgh Brass Co. is about 
to move into new and much more commodious 
buildings. ‘This, as most people know, is the 
firm that manufactures the Pittsburgh Lamps, 
The advertising the house did, some time 
since, brought in such unexpectedly large re- 
turns, that it was impossible to fill all orders, 
and a larger plant became necessary. As soon 
as the removal is effected, advertising is to be 
resumed, 

The J. L. Stack & Co, Advertising 
Agency, St. Paul, is doing the advertising of 
seventeen different seed houses this year. 


The Geo. A. Macbeth Co., of Pitts- 
burgh, newly incorporated, is going to do some 
advertising in a few weeks. The Nelson 
Chesman Agency will, it is said, handle the 
business. 


It is reported that a contract has 
been made with J. Walter Thompson for the 
placing of a large amount of advertising for 
Beeman’s Pepsin Gum, Magazines and high- 
class weeklies are to be principally used. 

The Madame Yale Co., of Chicago, 
which has made contracts with some papers 
and not furnished copy, and ordered ads held 
back in other papers for which copy has been 
sent, will use up the space contracted for. 
Advertising Manager ilson says that 
Madame Yale is on a lecture tour, and the ads 
will be run in the cities contracted for, as 
Madame Yale reaches them, 


The MclIntosh-Huntington Co., of 
Cleveland, O., will have its business placed 
this year by the firm’s local representatives, 

Hire’s Root Beer is to be lavishly 
advertised at the Columbian Exposition. 
The De Long Hook and Eye will be well rep- 
resented there also, The newspapers will un- 
questionably lose a great deal of the business 
of large advertisers this year; but, in spite of 
this, 1893 will see their columns well occupied. 


The Manners Sarsaparilla Co. is 
advertising extensively in the daily and weekly 
papers of New York and Pennsylvania. This 
concern has also started in Ohio and Illinois, 
and intends to cover those States thoroughly, 
This business is handled by the Eureka Ad- 
vertising Agency, which is also putting out 
newspaper advertising for the Sam’l Crump 
Fibreless Cocoanut Co, ; J. J. Beli; Brewster 
& Abel; J. C. Kenyon, and others. The 
Abel Evaporated Pie Preparations are being 
advertised now. The leading magazines are 
to be principally used. ‘This business also 
goes throughthe Eureka Agency. 


F. Hiscox, 853 Broadway, is put- 
ting out a small ad for a deafness cure. 


A revival of cigarette advertising 
seemsimminent. For some time past, with 
the exception of a little Between the Acts 
and other limited advertising, little news- 
paper space had been used. New, however, 
the Admiral and Old Dominion cigar- 
ettes are running readers in the dailies, and 
this will most probably lead to others coming 
out for publicity. About five years ago 
Duke’s Cameo cigarettes and Kinney’s goods 
used very large space. 


G. A. SYKEs, 
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USES BUT ONE ADVERTISEMENT. 





It is interesting to note the adver- 
tisement here reproduced. It appears 
in many papers, and is always the 
same. The same girl stands in the 
same position, gathers the same fig, 
and looks at you with the same pleas- 
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constipation. 


only remedy of its kind ever 


healthy an 


popular remedy known. 
and $1 


may not have it on han 


substitute. 


SAN FRANCISCO, CAL. 
QOUISVILLE, KY. 








Ss 
Both the method and results when 
Syrup of Figsistaken ; it is pleasant 
and refreshing to the taste, and acts 

ently yet promptly on the Kidneys, 

iver and Bowels, cleanses the sys- 
tem effectually, dispels colds, head. 
aches and fevers and cures habitual 
a of Figs is the 


duced, pleasing to the taste and ac- 
ceptable to the stomach, prompt in 
its action and truly beneficial in its 
effects, a ee only from the most 

agreeable substances, its 
many excellent qualities commend it 
to all and have made it the most 


yrup of Figs is for sale in 50c 
ttles by all leading drug: 
gists. Any reliable druggist who 

d will pro- 
cure it promptly for any one who 
wishes totryit. Donot accept any 


CALIFORNIA FIG SYRUP CO. 


NEW YORK, M. We 
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ant expression. Note the wording of 
the advertisement. It is effective. It 
sets forth the virtues of the article ad- 
vertised in a convincing way. It 
claims enough, not too much, perhaps. 
This advertisement is appearing in 
American newspapers to the amount 
of tens of thousands of dollars, prob- 
ably hundreds of thousands. It 
is said to be successful. We are 
told that the sale it produces pays 
for the advertising as well as the 
cost of production, and appears 
likely to make the proprietor one 
of the rich men of the earth. 
Inquiring advertisers will do well 
to look carefully at this adver- 
tisement. Study it. Note its 
| points of excellence, and ascer- 
| tain, if possible, in what its 

peculiar merit exists. When did 

it first appear? Is the picture 

an important feature of it? Was 

it successful at first? If not, 
| how long before it began to ex- 
hibit its power as a trade pro- 
ducer? Many persons have seen 
ita thousand times. How many 
times does a man see it before 
he reads it? How many times 
does he read it before he buys ? 
Is it the excellence of the adver- 
tisement more than the merit of 
the medicine that makes it sell, 
or is the medicine so wonderful 
that it is bound to make its way 
everywhere without further ad- 
vertising? PRINTERS’ INK in- 
vites the opinion of so-called 
advertising experts upon the 
merits and demerits of this ad- 
vertisement. Is it really a good 
one, after all? If so, why so? 
If not, why not? 





TO- 





If one standing announcement 
appearing unchanged from day 
to day and from week to week 
is as good or even better than 
new copy for every- issue, then 
it is a waste of money to pay 
for new electrotypes, extra com- 
position and neatly worded copy 
for frequent changes, This is 
a subject that greatly interests 
new advertisers as well as old, 
and one upon which the opinion 
of experienced advertisers will 
be of interest to many persons, 

It will surprise many to ob- 
serve to what extent it is true 
that the oldest advertisers make 

the fewest changes of copy. 
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MORE NOTES ON SHOE ADVER- 
TISING 





‘By Wolstan Dixey. 
‘** Black space” seems to show up 
pretty well for a small ad, which all 


the other great whale ads are trying to 
swallow on the big page of a country 
weekly, and in other mediums, 
too. 

If I were writing shoe I'd like 
to try something like this—a series of 
them—if I could possibly persuade the 
manufacturer to deprive the public of 
his own lovely features for 

No. 2 might be several upturned 
footprints, ‘‘stepping heavenward,” 


some 


ads 


a season. 


A 


Natural 


Foot 


THE ONLY TRUE SHOE-MODEL. 
/T 1S THE PATTERN OF 


MARMIONS $3 SHOES 
NO ROOM TO LET, NO SPRAWL, 
NO BUNION-RAISING, NO PINCH, 


sur KIT. 


underlined with appropriate and not 
irreverent remarks. 

There might be babies’ footprints 
across the cut: ‘* This little pig goes 
to market,” etc. 

An Indian's footprint; a Chinaman’s; 
footprints of different animals, with, 
ail aps, a chance to guess on them, 
and a prize pair of the unapproachable 
Marmion Shoes. 

All this, only for variety. 
diet of black space would 
notonous, as the best diet does after a 
while. 


A steady 
grow mo- 


> 





Tohnny—What is heresy, papa ? 
Papa—A means of getting pk nty of cheap 
advertising, my boy.—PAila, Telegraph. 
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FUNERAL NOTICES IN NEW 
ORLEANS. 

Julian Ralph, in //arper’s for Feb- 
ruary, has an interesting paper on New 
Orleans, One curious method of ad- 
vertising that prevails in this Southern 
city he to in the following 
manner: 

The funeral notices tacked upon the 
telegraph poles and awning posts in- 
terest strangers. I have heard North- 
ern men in business in New Orleans 
speak in praise of this method of pub- 
lishing the deaths, because, they say, 
these cards are read when the news- 
paper funeral notices might not be. I 
copied one or two, and will 
reproduce them here, with the 
names changed, of course: 

ee 
JEANNE, 
Fille de James Coudertet de Adele 
Palm. 





alludes 


Les amis et connaissance des 
familles Coudert, Palm, Roche- 
fort et Bellecamp sont pries d’as- 
sister a ses funerailles, qui auront 
lieu Samedi, apres-midi, a 4 heures, 

Le convoi partira de la residence 
des parents, No, 2091 rue Plaisant, 


entre St. Jacque et Couronne. 
= Se 
And here is one in Eng- 
lish: 
mca 
BIRMINGHAM. 


DIED. 

Wednesday evening, March 2, 
1892, at half-past six o'clock, R.I 
BIRMINGHAM, aged forty-seven 
years, 


The friends and acquaintances 
of the Birmingham, Smith, Robin- 
son and Decatur families are re- 
spectfully invited to atte nd the 
funeral, which will take place this 
(T hursday) evening at half-past 
four o’clock from Trinity Church, 

A a a A 

An eccentric gentleman, exercising 
the inalienable privileges of freedom, 
makes it his business to read all these 
placards, and to tear down those that 
have served their purpose, else no one 


can say what would become of the 
poles and posts as they accumulated. 
\nother custom in mortuary matters 


there is the publication in the Picay- 
and 7imes-Democrat of eulogistic 
references to the dead by way of 
notifying the public of the sad occur- 
These obituary cards are quite 


une 


rence, 

as peculiar in their own ways as the 
rhyming notices of Baltimore and 
Philadelphia. 
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WITH ENGLISH ADVERTISERS. 
‘By T. B. Russell, 
Lonvon, January 11, 1893. 

That curiously named, but highly re- 
spectable English publication, the /or?- 
nightly Review, told in its last issue a 
capital illustrative advertising story of 
PRINTERS’ INK’s own kind. This was 
in an article descriptive of the eleven 
days’ suspense, in 1832, over the rejec- 
tion of the Reform Bill by the House of 
Lords. ‘The Duke of Wellington was 
in power, and, as everybody knows, 
the House of Commons, backed up 
by the universal popular will, had car- 
ried the bill for Reform (that is, for re- 
arranging the parliamentary franchise 
on a really democratic basis, according 
to the light of those days). A parlia- 
mentary bill in this country has to be 
passed by both houses of parliament, 
when it is formally endorsed by the 
crown and becomes law. Well, the 
ILouse of Lords, which is a hereditary 
chamber, and an utter anomaly in a 
free country, rejected the bill. The 
country was in a state of smouldering 
rebellion, and all sorts of revolutionary 
matter was being secretly printed. 
The advertising story is in connec- 
tion with the latter. Among the 
most prominent agitators were Joseph 
Parkes, of Birmingham, an attorney, 
and Francis Place, the radical tailor. 
These two worthies conceived the inge- 
nious idea of organizing a run on the 
Bank of England. I quote the rest of 
the story (with apologies for the pre- 
liminary explanation required to make 
it intelligible) in the words of the 
Fortnightly reviewer : 

“‘It was determined by those who 
were present to organize a run on the 
Bank of England, so as either to pre- 
vent [the Duke of] Wellington and the 
Tories from taking office, or, if it 
came to a fight, to secure that a great 
part of the currency should be out of 
reach of the Government, and available 
for paying and equipping the revolu- 
tionary troops. Parkes was drawing 
up a long manifesto to that effect, 
when Place proposed that the placards 
should simply contain the words : ‘ To 
stop the Duke, Go for Gold! This 
was at once adopted. The printers 
worked all Saturday night, the bill- 
stickers went out at four o’clock next 
morning, and on Sunday the placards 
were to be seen all over London. On 
Monday the run on the bank developed 
itself. Francis, in his ‘ His- 
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tory of the Bank of England,’ says 
that £1,500,000 was paid in a few 
days.” 

This radical tailor, with the genius 
for advertising—the instinctive sense 
of effect shown constitutes something 
like genius—had a large share in de- 
feating the victor of Waterloo, and 
there is not the least doubt that his 
well-written advertisement had a big 
share in the success of the movement. 
Is not this a good instance of how 
clever advertising may make history ? 

* x x * * 


Says Mr. Pearson in his Weekly - 
‘Why talk about Americans having 
the monopoly of enterprise in adver- 
tising ? A tradesman exhibits from the 
window of a dilapidated building, once 
a chapel, near St. Pancras Station, a 
sign like unto this : 

JOHN SMITH, 
HOUSEBREAKER, 
Buys houses to be pulled down, 





And this is flaunted in the faces of 
the police ! 
* * * * * 


PRINTERS’ INK has had a good deal 
to say lately of postal business—I 
mean advertising calculated to produce 
direct returns from retail buyers re- 
mitting cash with orders. This is a 
matter of which, until lately, I had 
not had much experience. It is a 
queer business, and needs careful 
study, and since we have had the 
Christy Bread Knife agency at the 
office where I work, I have been 
studying it pretty closely. Here is, 
however, a curious little story of the 
same kind of thing which relates to 
events occurring several years ago, 
and, indeed, to some of the first ad- 
vertising work which Mr. Richards 
entrusted to me. We had a pamphlet 
called ** Advice to Dyspeptics,” which 
used to be advertised to go free by 
post, and which related to a digestive 
medicine. I was set to revise this 
book and give it a new form, which I 
did; and, with a new man’s zeal, I 
changed the title to ‘*‘’T'wixt Plate 
and Lip,” which seemed (and seems) 
to me a better and more attractive 
name. When the name, ‘’Twixt 
Plate and Lip,” was advertised, how- 
ever, the demand for the pamphlet 
was very small. We therefore went 
back to the old name, ‘‘ Advice to 
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Dyspeptics,” as a heading to the ad- 
vertisement : whereupon, the demand 
was all we wanted. Isn't that funny ? 
Well, it just goes to show that when 
you advertise a thing, you ought to 
say straight out exactly what it is 
about. People will not send so much 
as a halfpenny post-card just for a 
book, on a subject not clearly revealed ; 
and yet any one would have 
thought that the second 
name was the better. Per- 
haps it was; but what 
needed is not the best name, 
but the descriptive name. 
I never forgot this little 
experience. Consequently, 
when I was allowed to 
try my hand at an adver- 
tisement of the Christy 
Knife, I determined that it 
should show and describe 
just what that admirable 
instrument is. Perhaps | 
may be excused the im- 
modesty of exhibiting the 


is 
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INK. 
HOW IDEAS ARE OBSCURED. 


While the utility of newspaper ad- 
vertising is rapidly growing in recog- 
nition, a correct idea of its value, as a 
business means, is greatly obscured by 
the productions of those who vie with 
each other in publishing what they 
claim to be the mystery of its method. 





S ] 
Can you cut new Dread-—reaty new—into 
| gaat No, you cannot with an ordinary 


but with THAT WONDERFUL 


Christy Bread Knife 


it is easier than setting, otto bread with any 
other knife. Send Two illings and Sixpence, 
and try one. 


It ts equally good for new bread, 

stale bread, and cake—namely, | 
indi-pensable. It is not a machine, 
but a knife, sharpened exactly like 
any other knife, only not « quarter 
as ofen. To slice bread thin for 
raking sandwiches it is perfection 5 
you can cut thin slices just as well 

3 you can tbick ones, 


Made of hives Ne EL. 
~14 inches by 2! 


Curisty Knire Compapr, 46, Howson Viaouct, Loyoop. | 
DOESN’T LOOK as if it would cut bread? 
| NO? But it will. and make mo c 


—— eee 





advertisement, in the form 

in which it was finally approved of, 

here, as it has proved an immense 

and immediate success. 
* x * 


* * 


Another thing that you need to re- 
member in writing a postal advertise- 
ment is, that a good many toys and 
swindles are advertised this way. You 
need to show that what you offer is 
genuine. That is why we put in the 
size of the knife. You know there 
have been ‘* Drawing-room Suites,” 
which turned out to be doll's- 
furniture, advertised before now. Ali 
these things undoubtedly militate 
against any postal advertisement, how- 
ever genuine and honest it may be. 
But I think we may be said to have 
met the whole case pretty happily, 
judging by the enormous bulk of daily 
letters received. It is curious to note 
how the fictitious advertisements al- 
ready alluded to have made people 
cautious. We frequently sell, first a 
single knife in a given town, and then, 
a day or two afterwards, get ten or a 
dozen orders from the same place. 
People have waited to see the result of 
the first trial. When they found that 
it was genuine, they sent their money 
along readily enough. It is not once 
or twice, but repeatedly, that we have 
traced this, in different towns and dis- 
tricts of the country, in the Christy 
Knife returns. 


house 





Mr. Thomas Wentworth Higginson 
has recently called attention to the dis- 
continuance of the Guide Board in Lit- 
erature, as evidenced by the growing 
disuse of italic letters in printing, and 
of the labeled moral in story. But the 
period which witnesses the decline of 


the Guide Board in one line, is seeing 
its rise in another; for column after 


column is now printed to point out for 
the business man the sure way to 
wealth and fortune by newspaper ad- 
vertising. 

Colonel 
the fact 
is never 


reminds us of 
that in real life the moral 
posted, but the observer is 
left to discover if he can. 
true 


Iligginson 


This is equally in business 
life; it exceedingly seldom that a 
successful business man gives away 
to his competitors, or to the public, 
the methods by which he has attained 
success, 


is 


The rising flood of fortune-making 
literature is either theory or fact. If 
the former, it is, like some other fiction, 
calcul ited to give false views of life; if 
the latter, the - promulgators should cer- 
tainly apply it to themselves. Does 
not a man who guarantees to evolve a 
fortune-making advertising idea once a 
minute, for anybody, owe it to him- 
self, his heirs and assigns to do at least 
one minute’s work in his own behalf ? 
—Ayer. 
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JOURNALISTIC RESPONSIBILITY 
FOR ADVERTISEMENTS. 


Some months ago, in connection 
with the career of an individual who 
called himself ‘* Professor Moross,” 
and who had been enabled to open up 
a promising medical fraud in Dublin 
by the agency of a local newspaper to 
which an advertising interview had 
been communicated, we ventured to 
suggest to our brethern of the Press 
that some responsibility rests on them 
to keep their columns pure from adver- 
tisements the purpose of which is 
either fraudulent or immoral. Since 
then the Zimes has shown that it is 
sensible of the pressure of such re- 
sponsibility, inasmuch as it has refused 
large sums of money tendered as pay- 
ment for the advertisements of an Elec- 
tropathic quack; we are now agaia 
moved to return to the subject in con- 
nection with advertisements and news- 
paper puffs published in the Dublin 
dailies. 

The puffs claim first attention, because 
they are presented to the readers not as 
advertising bunkum penned by the ad- 
vertiser which may be believed or dis- 
believed as the reader may please. 
They appear as editorial notes vouched 
by the Daily Express itself ; and pub- 
lished in its oracular columns without 
any indication whatever, there is no 
doubt they are mere paid-for rubbish. 
A gentleman who has found land 
agency not to pay (even with the added 
opportunities afforded by piety and 
preaching) thought he might do busi- 
ness in another way, and turned quack 
without any shadow of pretense of 
medical qualification, and he proceeded 
to sell his uninstructed concoctions to 
the world of greenhorns. For that 
proceeding no one is responsible but 
the quack and the law, nor would we, 
even, be very strict as to newspapers 
admitting to their advertising columns 
the farrago of untruths and nonsense 
which does duty in quack advertise- 
ments, so long as it remained perfectly 
obvious to the reader that the state- 
ments are those of the quack himself, 
and of no one else. 

We can even extend a great deal of 
charity to the hard-pressed journalist, 
who does duty as owner, editor, re- 
porter, and publisher of the ordinary 
village weekly paper, knowing as we 
do that to refuse a good cash-paying 
advertisement may, in such cases, 
require more than human virtue. 
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When, however, the Daily LEzpress, 
which ought to be the highest-class 
purist journal in Ireland, makes itself 
responsible for the cures of epilepsy 
and consumption professed by this 
quack, and when the editor lends the 
character for truthfulness of his jour- 
nal to guarantee to the public the value 
of this quack’s nostrums, and thus in- 
duces his readers to pay money for 
them, we feel we are justified in asking 
him what he knows about the patho- 
genesis and treatment of epilepsy or 
consumption ? and whether he has 
taken the trouble to analyze this quack’s 
medicines and to ascertain their prob- 
able therapeutic effect before he has 
allowed his editorial columns to be 
manipulated for their propaganda and 
for the quack’s monetary advantage. 
If our contemporary has not taken 
these precautions before sealing this 
quack’s patents with his guarantee, we 
think, without assuming to dictate to 
any journalist the conduct of his busi- 
ness, we are justified in protesting 
against the prostitution of the editorial 
columns of a reputable journal to such 
uses.—London Medical Press. 


ADVERTISING MATTER FOR 
DRUGGISTS. 


The following appears as an adver- 
tisement in the Pharmaceutical Era 
for January : 

There are many ways in which a druggist 
can advertise, and that at little cost to him- 
self. Some pharmacists appear to follow the 
idea of the regular physician in this respect 
and to look upon advertising as a thing that 
lessens their dignity. Now, the doctors ad- 
vocate this idea because the older practition- 
ers have the great bulk of the practice and 
they desire to keep it, and so they pass rules 
and regulations, frowning down the effort of 
the younger men to gain a foothold. The 
latter are therefore obliged to starve along 
for years, waiting for the old fellows to die 
off or become rich and retire, or they strive to 
attract attention by driving rapidly through 
the streets; by assuming an air of tremen- 
dous importance ; or by rushing to the news- 
papers with long accounts of surgical opera- 
tions every time a boy gets a sliver in his 
finger, or an old woman falls down and 
ye her ankle, which notices they cajole 
the editor into inserting free. 

The druggist, however, is bound by no 
such rules, ‘l'oo often, however, he falls into 
this rut, and replenishes his fire with the 
books, pamphlets and almanacs sent in by 
the proprietary medicine men, and thus de- 
liberately snubs the people who are endeavor- 
ing to aid him, Of all business under the 
shining sun, the druggists’ will prosper most 
from advertising, and it need not cost him 
much either. The services of a small boy to 
distribute this matter, which he can stamp as 
he likes, where it does not have his own card 
printed thereon, is all the expense he needs to 
undergo, and the office boy can do this work 
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Then 
the show windows can be artistically ar- 
ranged, Some druggists make a great fea- 
ture of it. We know one druggist who created 
a great furore by putting ir a show windowa 
hen and chickens ; another one exhibited for 
some weeks a couple of young bear cubs. 
The result was, everybody in town made a 
visit to this store, and all day long greups 
stood outside and watched the antics of bruin. 

All this is advertising matter and that of 
the most practical kind. All these devices 
serve to attract public attention and to draw 
trade. The Sylvan Remedy Co., of Peoria, 
Ills., manufacture Reid’s German Cough and 
Kidney Cure and the Laxative Gum Drops. 
They are always willing to assist alive drug- 
gist in any manner, and they stand ready to 
send the latest novelties in adverti sing matter 
in any quantity that the druggist can and 
willuse. They believe that the interests of 
the dealer and the manufacturer are identi- 
cal, and that they should work together in 
harmony. In this way—in this way alone— 
can both pe derive mutual benefit, 

> — 
IS THE RE. ANYTHING IN IT? 
Edward W. Bok’s Syndicate Letter. 

One thing which, if not directly literary, 
has, nevertheless, a pleasant bearing upon 
magazine reading in general, will, 1 think, 
come to pass during 1893, and that is, a sharp 
reaction in regard tothe quantity of advertis- 
ing carried by our more popular magazines. 
This has for some months been a growing 
feeling with those most competent to judge in 
such matters. 

That this reaction was bound to come has 
long been anticipated. Like most things we 
do in this country, the thing has been over- 
done, and the truth of this is beginning to be 
felt, The reading public has been patient, 
the newsdealer has protested against the 
weight of the magazines caused by the enor- 
mous number of advertising pages, which 
means nothing to him; but now the adver- 
tiser himself is turning, ‘just as the proverbial 
worm, The quantity ot business admitted, he 
claims, is disastrous to his advertisement, be- 
cause it is practically hidden away, and the 
public to which he appeals is appalled at the 
more than generous banquet offered it and 
will not eat. In short, the public is “‘ skip- 

ing’’ the advertising pages, where, with a 
esser number, it used to read them assidu- 
ously. That this is a correct view of the 
matter, no one who has studied the question 
can deny. In the Jast Christmas issues of 
Harper's, Scribner's and the Century, the 
high water mark was reached, and even from 
these issues several regular advertisers asked 
their agents to see that their business was 
omitted. 

In one of these magazines, for example, 
there were given 176 pages of advertisements, 
Now, it stands to reason that people are not 
going to wade through such a mass of matter 
which, after all, has but indirect interest to 
them. When the highest number of pages 
reached 92 in a single issue, which was three 
years ago, the limit should have been set 
But competition is keen, the business mar 
gers are envious of each other's success, and 
the thing has grown beyond all normal pro- 
portions, 

Now the reaction has come, and it is well, 
Advertising is interesting, but there is such a 
thing as an overdose of all things. With the 
advertiser on the defensive, the question be- 
comes a practical one, and heed will have to 
be given to his clamor. And the reading 
public will benefit by it, 


when he is not otherwise engaged. 
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HE WOULD HAVE ENJOYED IT. 
From the Boston Transcrift. 

This Maine story is of an old gentleman 
who was marvelously fond of a joke, and 
who in spite of his sense of humor and his 
geniality, died at last and was gathered to his 
fathers. He had a son whose sense of humor 
was almost as great as the father’s,and who 
who was now plunged in grief. To the old 
man’s funeral the people came from all the 
country round about; and they came in every 
conceivable sort of a vehicle, and in some sorts 
that were inconceivable. The size of the fu- 
neral was a great proof of the genial old 
man’s popularity. 

When the party started for the grave, peo- 
ple were bundled into the vehicles pretty 
much anyhow, and one lot of boys—nearly a 
dozen of them—were put in one curious old 
conveyance which was known to have been in 
times past the cart of a peddler of patent 
medicines. On went the whole caravan to the 
burying-ground and into the sacred inclosure. 
While the last ceremouies were proceeding a 
sudden shower of rain came up, and then one 
boy in the old vehicle just mentioned, seeing 
that it seemed to have curtains which were 
rolled up, got up and let these curtains down, 
Then the fact was revealed to the multitude 
that the curtains were patent-medicine adver- 
tisements; for upon them, and before the eyes 
of the people, and as if to confront the gaze 
of the very dead, were such signs as these: 

**Use Hink’s Sarsaparilla ;’’ ‘*Stop that 
Graveyard Cc ough with Wilkinson’s Balsam,’ 

‘ Try Furness’s Pills before it is too Late.’ 

Presently the crowd were all wending their 
way out of the cemetery, and as the chief 
mourner, the dead old man’s son, passed the 
patent- -medicine wagon, an indescribable ex- 
pression passed over his face, while a tear 
rolled down his cheek. 

** What are you thinkin’ of, John?”’ 
tive whispered to him, 

*T was thinkin’,’’ answered John, 


the tear away, ‘* how he would ’a’ 
that.’ 


’ 
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enjoyed 





— 





PUBLISHED CRITICISMS DO NOT 
VALIDATE AN ADVERTISING 
CONTRACT 
From the Cumberland (Md.) Times. 
In the Superior Court, December 30, 1892, 
Judge Hunt delivered his decision in the 
famous injunction suit of the Walnut Street 
and Fountain Square theatres against the Cin- 
cinnati Post, ‘he managers had asked for a 
temporary restraining order r against the news- 
paper printing the advertisements of the 
theatres named because of the publication of 
“* Theatrical Tips”’ in which plays notoriously 
bad were criticised adversely, The ost, in 
reply, introduced testimony proving the exist- 
ence of a contract between Manager Mavlin 
and the Post Publishing Company. The Court 
decided that the plaintiff had wee failed to 
show damage resulting from the pub: ing of 
the advertisement and that the criticisms were 
not proved to be malicious or libelous, 


IN- 





> 
THIRTY-SIX SALVATION 
PAPERS 
From the Rochester Times, 

The thirty-one weekly papers and five 
monthlies published by the Salvation Army 
had a total circulation of 45,000,000 copies 
during the past year, and were published in 
thirty-seven languages. Twenty-nine mil- 
lion people attended the indoor meetings of 
the organization in this country duriug the 
past twelve months, 
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MR. GIBSON AS AN ADVERTISING 
ARTIST 





In the February Scridner’s is a four- 
page advertisement of the A¢olian or- 





gan, set in reading matter style, and 
immediately following the literary por- 
tion of the magazine. It is chiefly 
remarkable for its illustrations, which 
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are the work of Charles Dana Gibson, 
considered by many people to be the 
foremost American illustrator of so- 
ciety subjects. ‘The drawing shown in 
reduction herewith is a fair example of 
his work. Leading artists 
have heretofore done work 
for advertisers, but their 
pictures have not usually 
been signed, or have not 
been representative of their 
best work. This innova- 
tion by the AZolian people 
is so attractive that it 
would not be surprising if 
other advertisers should 
follow their lead in the 
matter of securing illustra- 
tions from the well known 
pen and ink artists. 

The artists themselves 
ought to be glad to have 
their drawings used by an 
advertiser who can afford 
them greater publicity 
and add more to their 
reputation than even the 
best magazines. Mr. 
Ogden’s pictures for Ivory 
Soap, for example, appeared in hun- 
dreds of papers, whereas they are 
usually seen by the clientage of one 
publication only. 








THE NEWSPAPER AD DOES THE BUSI- 
NESS. 


From the Lewiston Evening Journal, 


A neat illustration of the value of sagacious 
advertising was given at the Portland Young 
Men’s Christian Association meeting Sunday, 
when General Secretary McDonald stated that 
he had some curiosity to know what method 
of advertising reached the most people. He 
had circulated thousands of little dodgers giv- 
ing notice of the meeting, andhe asked those 
who had seen them, and had been moved 
tocome through that means, to rise. The hall 
was packed as full as it could hold, and of the 
entire number about fifteen arose. ‘Then Mr. 
Mc Donald asked all who had read the notices 
in the newspapers, and had been influenced by 
them, to rise, and the crowd rose in a body. 

EVERYBODY ASKS FOR IT. 
From the Etkhart (Ind.) Review. 

There is one demand of advertising agents 
which the newspapers will be forced to com- 
bine against. hat is the demand for ‘‘top of 
column, next to reading matter, first advertise- 
ment following full reading matter.”? The 
columns of the average paper are not numer- 
ous enough to satisfy the demand of the ad- 
vertising agent. 











a 

Fred W. Nostrand says he is put- 
ting out some watch advertising for R. H. 
Ingersoll & Bro. Some of the magazines are 


used among other mediums. 


Adams & Son, the Brookiyn chewing 
gum manufacturers, have purchased the ex- 
clusive right to sell chewing gum at the Col- 
umbian Exposition. Their automatic ma- 
chines will be distributed all over the grounds 
and buildings, This is another firm that will 
do less advertising in newspapers on account 
of the World’s Fair. 


Dr. I. W. Lyon, of Maiden Lane, 
tells me that he spent more money than usual 
this year on advertising his tooth-powder, 
Herbert Booth King has been in charge. 


Mr. Major, of the A. Major Cement 
Co., 232 William street, is making a business 
trip through the country and is not expected 
back until the middle of March, Little ad- 
vertising will be done until his return. M. 
Plattner, of the Bennett Building, is in charge 
of the advertising, and has placed a little 
already. 

The Herb Medical Co., Springfield, 
Ohio, is going to advertise, 1 am told, in 
Michigan, Ohio, Missouriand Indiana. John 
Morrow 4s the advertising manager, and 
dailies and weeklies are favored. 

I learn through a Boston source 
that the Leverette Specific Co. has been or- 
ganized as a stock company and will advertise 
soon, The Boston office is 175 Tremont street. 


Harry Good, the son of Brent Good, 
is the general manager of the Tutt Manufac- 
turing Co,—Tutt’s Pills, etc, 

G, A, 
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Thomas B. Simpson, of Washing- 
ton, D. C., is againrunning his pattern ad in 
a line of household mediums. 


Classified Advertisements. 





Advertisements under this head, two lines or 
More, without display, 25 cents a line, 
Must be handed in one week in advance. 


WANTS. 
\ 7 ANTED—Canvassers to obtain subscriptions 
and advertisements. Address PRINTERS’ 
INK, 10 Spruce St., New York. 


Vy ANTED—A buyer for 13x19 Globe Press, 

suitable for 5-column quarto ¢ aay Fe news- 
pa in good order; price, $75.00. ddress 
PILOT,” 


ronson, Kas. 
20) 


YEARS in newspaper business. Want to 
travel as advertising contractor, or like 

work ; best reference. Salary not the chief ob- 

ject. «OC, ” Printers’ Ink 

| rag, 8% LASS advertising solicitor wanted on 
large circulation monthly. State expe- 

rience in. full, references, and salary expected. 

Address “* Z. Q. X.,” care Printers’ Ink. 


= Li 


J ANTED—To sell % interest in one of the 
leading country daily and weekly papers of 
Ohio ; county seat ; officia county = wd Price, 
$4,800; % cas Address “ R,” care nters’ Ink. 
DUBLISHERS 
Estate Journal, 


You can club the Florida Real 

ot Arcadia, Florida, with 

our paper, keep the subscription and pay for it 
i adv. Send for sample copy and copy of adv. 


’ ample co} 


ANTED—A newspaper man of experience 
and wy! = es to write — edi- 
torials for a r desiring such matter. Ad- 
dress, sta’ ting Paiticg, Hod kind of matter wanted, 
salary, ete., ** WRITER,” care Printers’ Ink. 
J ANT ADVERTISEMENTS in PRINTERS’ INK 
under this head, four lines (twenty-five 
words) or less, will be inserted one time for one 


dollar. For additional space, or continued in- 
sertions, the rate is 25 cents a line each issue. 








T= advertiser, having a large outside busi- 
ness, desires a partner with a few thousand 
dollars who will take charge of a music publish- 
ing business in New York City that, jis paying 
> glaaiaiad now. Address “ X. Y. Z.,” Printers’ 


7 OUNG MAN, with ability and experience as 
an illustrator and writer of advertisements, 
would like permanent position in advertisin 
dept. of some firm in this | e it Might take half- 
eG job. State salary. “A RT,” care Printers’ 
Vy 7 ANTED—Good advertising man for daily 
newspaper. Live man, experienced in his 
business, would have opportunity of both prom- 
ise and permanenc. Age, not over 25 preferred. 


Address “ ADVERTISER,” 126 W. 24th St., Balti- 
more, Md. 


I USINESS MANAGER—With ten years’ suc- 

cessful experience on city daily as business 
and advertising manager, seeks position where 
energy, ability and inte, grity will be a ppreciated. 
Eastern a preferred. Address ‘ as H.,” care 
Printers: In 


ogee time leads direct to the road of making 

The Express in er will, in 

minutes, instead of da: laa produce, costless, 
any ee a as times in fac-simile. F; 

og BENSINGER & COMPANY, 5 Dey 

., New ‘York. 

\ 7 E have 600 outline cuts, used in advertising 

our 43 departments. We will sell them for 

35 cents each, or will make E npg ry A Desens 

rate on the lot. Set of proofs 2: ted 

on first order for cuts. 


be credi 
PETTIS DRY GOODS 

CO., Indianapolis. 

G2: W. RIANHARD, for eight years Man- 
x seing Editor of Pennsylvania Grit, is at lib- 
Will consider proposition for good 

tion, and may invest some money, if > ie 

pol nt to snccgeatel future, Address 

UWliamsport 


Osi- 
ions 
Box, 284, 
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DVERTISREEST WEFTSR vente © change reese 
ne year in presen on a 

department eeore in tig tig Powers’ 
style or oe. Samples and references sub- 
mitted. Address “Z,” care of Printers’ Ink. 


\ 7 ANTED—First-class street car advertising 
solicitors. Must be experienced, reliable 
and hustlers. Good panes or right men. Ad- 








dress, ee chika las' ee er, experience and 
references, 4 Ka. AD ERTISING AGENCY, 
Binghamton, N. 

\ 7 ANTED— “Ati capable man of good c 

acter a d_ $20,000 to take yhalt. Rterest “in 

and charge “ot Dt = be 

uarters Toron' as pail r annum. 
x eua 


ddress, enclosi aaione 
SON, Springfield, filinois. = 


GENTS’ goods ‘wanted. Manufacturers of 

taking novelties send circulars with prices 

and terms to gene agents. Western 

territory —exclusive preferred. Am just start- 

ing: but have money and mean business, GRANT 
ICE, Cherokee, Kansas 


\ 7 ANTED—Orders for printing newspa 
We set type, furnish paper, print, fol 
mail. Rare stories, ¢ de 


ond 
a and miscellany 


for padding out. om peoume 3 good wo ork ; 
lowest price. UNION “PR: NTING OMPANY, 
15 Vandewater St., New York. 


oir WANTED. For one of the finest 
= ina 
Ith of part a nd in- 
ts) manne Zz ner and in- 
Address 


ae ob 
elty ~ en inhabitants. 
of work 
pi of vos partners to 
” care Printers’ In 


ANTED—Several first-class men to canvass 

for stock subscriptions in new company 
with ample backing. Must be of good address, 
—— a lyse re) and be pre- 
pore to woes bond. For particulars address R. 
HT, 45 Sheriff Ste PGleveland, Ohio, 
Ci aes -Wanted situation by compe- 

tent, sober, reliable, active, honest worker ; 
city or country ; seven years’ all-around = 
ence in country newspaper work ; do repo: 
soliciting, job and press work ete. ; ; exce Soni 
references. Address W. CRO CROY, Xenia, Ohio. 


\ 7 ANTED—Al1 advertising solicitor on illus- 
trated class paper, in => geo Southern city ; 

big circulation ; splendid co 

mission, =a both. only 

references. appl y. Address, immediately, 

CHAS. OLivER. 46 Maple St., Nashville, Tenn. 


TR Aaeeican} fas oie ce AND = IN 


operate. 
k. 








Salary or com- 
t-class man, with 


P} 
unless he has the pe qualifications. 
ary in accordance with results. Address AMER- 
ICAN MANUFACTURER, P Pittsburgh, Pa. 


- 


AND ILLUSTRATIONS. 
Twenty-five cents a line. 





ILLUSTRATORS 


Book-marks, Her- 


RADE-MARKS, Headin 
SSNEIDER, 145 Fulton 


aldry and Letters. R. 
., New York. 


I MAKE ly: a of the highest class of 
work. No ch ork. Have some of the 
great and most fastidious advertisers in busi- 

zhest class of work ; Rules apomreingly. 
ARTIST TInce ILN, 28 W. 20th S 





MISCELLANEOUS. 
Twenty-five cents a line. 
7 AN BIBBER’S 
Printers’ Rollers. 
L EVEY’S INKS are the best. New York. 


parr DEALERS—M. Piummer. & Co., 161 

William Baa N. Y., sell e kind of paper 

sed by prin ters and publishers at lowest prices. 
Full line quality of Printers’ Ink. 


7} VERY BILIOUS PERSON in the world can 
4 get four doses, free, of a medicine that will 


sare HO, HUmnUe, Sree M06 California’ St, 
San Francisco, California, ” “ “ 











ADVERTISING NOVELTIES. 
Twenty-five cents a line. 


Ass NG felt want—U. 8. Postal Scale, 7x9 
inches. Whole ow elle} a i mail 
20 cts. Agents wanted. THERON . CO., 
Worcester, Mass. 


7OU WANT A LASTING ADVERTISING NOV- 
elty! I[haveit. Recipients won’t throw it 
away ; will prize, Drouteve it, remembering you. 
Sample an lan, 25c. Solicitors wan Ad- 
dress W. 8. STANLEY, 186 Devonshire St., Boston, 


OVELTY designs for advertising purposes; 
also, a unique and valuable pocket guide to 
the Columbian Exposition. Would like to cor- 
respond with onterprising an Oe reliable publishers 
or advertisers. ES naseraga, N. Y. 


Foe the purpose of “of inviting announcements 
of Advertising ———, likely to benefit 
reader as well as advertiser, 4 lines, 25 words or 
less, will be inserted under this head once for 
one dollar. Cash with order. More or con- 
tinued insertions 25 cents a line each e. 








ADVERTISEMENT CONSTRUCTORS. 
Twenty-five cent ve cents a line. 
lasts the longest: longest? Which wears the 


was 
Which gives you the most satisfac- 
tion? A * or a $5 shoe! 3 is cag bag hanend 


sonable. I write ads an bere va 
able price for good work. CECIL H. WHEAT. 
LEY, Box 617, cago. 

MATERIAL, 


Twenty-five cents a line. 


RINTERS—For 30 cents I will send you by 
turn mail a recipe for making the very nest 
TABLET GLUE a invented. lastic, water- 
proof, unaffected b; oxtremee of temperature, 
d cheap. Address ). OSGOOD, Una N.Y. 





SU P PL TES. 
Twenty-five cents a line. 
yay BIBBER’S 
Printers’ Rollers. 
L=*"** INKS are the bes* New York. 


JAPER tw Plummer & Co., 1 

William St., N. Y., sell every kind of paper 
used by to = and publishers at lowest prices. 
Full line quality of Printers’ Ink. 





BILL POSTING & DISTRIBUTING. 
Twenty-five cents a line. 


LL kinds of adv. matter distributed. %1.50 
per M. 8. W. D. AGENCY, Villisca, Iowa. 


age POSTING, TACKING. Cover 
ine towns. F, H. POTTER, McPherson, 
Kansas. 


wae 
Colorado, o 
Colorado, reasonably. 


‘IRCULARS, pers, re, samples, et etc., distributed. 
Bills a = padres Mo- 
eae High nd ave., Norfolk, V: 


| Pee the purpose of inviting inviting announcements of 

ddresses of local bill posters and distrib- 
utors, two lines(12 words) or less will be inserted 
twice under this headin, Fags one dollar, or 
three months for $6.50, or $26a year. Cash with 
the order. More space 25 cents a line each issue. 


—->- 


FOR SALE, 


Colorado rado | Supply Co., Minturn, 
circulars, &c., Western 





Twenty five cents a line. 
OCAL PAPER for sale on easy ey 
4 r in own. dress, care of “A 
VANCE.” Avoca, N 


OR SALE—A aeaeslaas printing office, fully 
equi, for every description of business. 
Address WIN FITZGEORGE, Trenton, N. J. 
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Ig! 
Foyer b SALE—A copy 0 © of the jAmerteen Newspa- 


ioe aid ice gk Sorere. 
id. ‘Address GEO. P. ROWELL 
gerbe oe Ez 10 Spruce St., New York. 


| SALE—A Democratic newspaper in a 

Democratic county. Good circulation. Stands 
investigation. Bs $1,500 ; $1,000 cash. Cylin- 
der and job p “. $. H.,” care G. P. Rowell 


Foe SALE—First-class_job job printing office in 
pushing Pennsylvania city of 90,000 inhabi- 
tants ; publishes _ pa 

lished trade. Addre: 
Scranton Pa. 


fo SALE—The “Lestershire News” is over 

crowded with job work. Cannot take care 
of it. Must sell half interest to practical printer 
with some means. Large circulation. Good ad- 
vertising clientage. Lestershire is a Sees rd 
village Address DON A. GILBER 


bridge, N. Y 
IN newspaper : nace for sale on 
$40, 000 favorable terms, either for cash 
or credit. I will close out the whole amount to 
one customer or sell in small lots to any desir- 
able applicants. For terms, lists of papers and 
all necessary information, write me what States 
you will advertise and what space is wanted. I 
will answer at once and ——s you that my 
offer will be a bargain. B. L. ANS, Special 
~ ent, 10 Spruce St , New York. “iteters by per- 
‘ion, to publishers — Ink 


pers; has a ‘well-estab- 
* J.C. L.,” 429 Lacka. ave., 


ADDRESSES AND ADDRESSING. 
Twenty-five cents a line. 


Ra typewritten lists in any trade at 

oderate cost. 23,000 news and periodical 
dealers ; 21,000 dressmakers ; ag completed. 
ORANE, ALLING & CO., 19 W 19 W. 18th St., New York. 


WANTED Addresses of 1 of merchowte and deal- 
ers who give free crayon portraits to their 
customers. ill Hy, at t 5 rate of .00 
1,000. Address WM. C. AYER, 325 Dearborn 5 


00 
Chicago, Ill. 
5, 000 CASH order pote a A names. All re- 

ceived from replies to our own adv. 
cue -—~ 1892. Just issued. Printed on colored 


oper. Price, 20c. per 1,000, or the lot for 50c. 
RLD PUB. CO., Passumpsic, Vt. 


JERSONS who have facilities for brin; 
vertisers and consumers into contact through 
lists of names and addresses may announce them 
in 4 lines, 25 words or less, under this head once 
for one dollar. Cash with’order. More ce or 
continued insertions 25 cents a line each Tesue. 


ng ad- 





—__+or— 
ADVERTISING “MEDIA. 
Twenty-five cents a line. 


BS FFALO TIMES paves over 33,000 circula 
2 tion. It will pay you 
DVERTISERS wishing to reach Southern 
homes should — Ladies’ Companion, 
New Orleans; a magazine for the women and the 
— of the South. Circulation 5,000, guar- 
an 


‘YOLUMBUS, Central, oem, and Southeast- 

/ ern Ohio offer a rich field for advertisers. 
THE OHIO STATE JOURNAL—Daily, 12,500; 
Sunday, 17,000, and Weekly, 23 ieee er the 
field. Yau leading adve rtisers use it. 


7 ES—Your advertisement with us reaches 
Churches, La ~ . f = yy ¥. P. 8. C. &. 
( 


= Colleges, month $1.00 per inch, first ; 

after. Cash with co we Clean ads, no fakes. 
COLOIADA CHRISTIAN, 1638 Curtis St., Den- 
ver, Col. 





\LASSIFIED ADVERTISEMENTS in PRINTERS’ 

/ INK begin with a two-line letter, but have no 
other display. Under headings of Advertising 
Media, Su a Miscellaneous and For Sale, 
Wants, ae and Distributing, Ad- 
wiine' Novelties, ddresses and Addressing, 
Illustrators and Illustrations and Advertisement 
pe mfp 4 lines (25 words or less) will be in- 
once or two lines (12 words or less) twice 

for one dollar if the cash accompanies the order. 
Additional space or insertions charged 25 cents 

e each issue, 











192 


PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


PUBLICATION OFFICES : 
No. 10 Spruce Street, 7 York. 
No. 138 Fleet Street, E. C., London. 
Issued every W etncaday, Subscription Price: 
Two Dollars a year, Three Dollars a hundred ; 
single copies, Five Cents. No back numbers. 
JOHN IRVING ROMER, 


EDITOR, 





NEW 


1593. 





YORK, FEBRUARY 1, 





ON another page Mr. Henry Hover- 
son, advertising manager of the Vhila- 
delphia Watch C Company, ex- 
presses his views on the propriety of an 
advertising agent assuming to crowd a 
ten-line advertisement into nine lines 
when the advertiser has not expected 
or assented to the change of space. It 
seems that in the case referred to the 
change of space was neither expected 
nor quite approved by the advertiser, 
but was accepted after discussion on 
the ground, Mr. Hoverson states, 
*we concluded that it answered the 
purpose.” A correspondent, in last 
week's of PRINTERS’ INK, inti- 
mates that the advertising agent had in 
mind a saving to himself rather than 
to the advertiser. This supposition 
might have some color of probability 
were it not for the fact that the agent 
in is quite above any such 
unworthy suspicion, 


ase 


issue 


this case 


AN old advertiser—one who has been 
at the head of a successful business en- 
terprise for a quarter of century, and is 
advertising more to-day than ever—re- 
cently made the following statement to 
a representative of PRINTERS’ INK : 

‘As an illustration of the value of 
newspaper publicity, I will say that the 
dentifrice that is making more money 
than all the others put together is the 
one most universally condemned by 
doctors and dentists. It really is the 
poorest, but it sells the best because it 
is the most largely advertised.” 

This, of course, is directly at vari- 
ance with the generally accepted idea 
that it will not pay to advertise a poor 
article. Perhaps the explanation in this 
case may be that a dentifrice is an ar 
ticle the merits of which the general 
public is not competent to judge. True 
it certainly is that, other things being 
equal, the goods most advertised will 
sell the best. 


PAPER is cheaper. 
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THE tendency in price of daily news- 
papers is toward a cent acopy, and of 
subscription to weekly or monthly pub- 
lications, a dollar a year. 








The following petition to Congress 
is being circulated for the signature of 
advertisers by the publishers of the 
Rural New Yorker: 

To the Hon. ——, Member House 
of Representatives, Washington, D. C. 

Dear Sir—In view of the fact that pub- 
lishers of newspapers enjoy special privileges 
at the hands of the Government, by reason of 
which they are enabled to send their mer- 
chandise—namely, periodicals—through the 
mails at the special low rate of one cent a 
pound, resulting in great good to all the peo- 
ple, which privilege should be extended rather 
than diminished, yet also necessarily redound- 
ing largely to their benefit ; and in view ot 
the fact of the wide extent of advertising in 
periodicals, by which all classes of people in 
all sections are brought into closer business 
relations, it has, therefore, come to pass that 
the newspaper press has become in large 
measure a public institution, and the publisher, 
while rightly enjoying special postage privi- 
leges, has also become under special obliga- 
tions to his patrons and the public to deal 
justly by all concerned. Nevertheless, an un- 
fair, unjust and iniquitous system has grown 
up by which many publishers secure business 
from advertisers by dishonest statements of 
the circulations of their respective periodicals, 

We, therefore, being large advertisers of 
legitimate goods, respectfully petition Con- 
gress to so revise the law governing second- 
class postage matter that every publisher en- 
joying the second-class postage rate shali in 
every issue of his periodical publish a state- 
ment, signed by the postmaster, showing : () 
‘The amount of postage paid for, and (2) the 
weight cf, the preceding issue of said periodi- 
cal; according to the plan proposed by the 
Rural New Yorker. We submit that in this 
way honest publishers and all advertisers will 
be protected in the legitimate conduct of their 
business. ‘The law should be so stringent 
that a violation, barring accidents, would re- 
sult in the periodical being refused the priv- 
ilege of admission to the mails as ** second- 
class matter,”’ 


If some such law could be enacted 
as this petition contemplates, so that 
all publishers would be obliged to 
declare the true weight of their editions 
deposited in the post-office, no doubt 
the majority of advertisers would con- 
sider the information thus attainable 
to be of some value; but it is doubtful 
if many of them would think such a 
law practicable or expect to see it 
enacted. 

There are many publications whose 
circulation cannot be accurately shown 
by post-office receipts. ‘The illustrated 
and humorous weeklies, for example, 
would suffer very much from such a 
comparison. They are sold principally 
on news-stands and railways, and the 
bulk of their circulation does not pass 
through any post-office. This is true 

















of many publications and of the lead- 
ing magazines as well. <A large pro- 
portion of the editions of many impor- 
tant periodicals is handled by the news 
companies and does not go out as 
second-class matter. 





R. P. TILLMAN, with S. R. Niles, 
of Boston, says of himself: ‘‘ I am 
not an ‘advertising expert ;’ but I do 
write advertisements for our customers, 
and I try to do it on the ‘ horse-sense’ 
principle. It’s dusiness vs. dreaming, 
as I look at it. Guff don’t sell goods.” 
Mr. Tillman coincides with the idea 
that when you advertise you should 
‘talk to the public as you would talk 
to an intelligent customer standing 
before your counter.” 





IN the case of the Homosassa Land 
and Improvement Company, No. 15 
Wall street, New York, the Post-Office 
Department finds nothing in the liter- 
ary word contest to conflict with the 
provisions of the Lottery Act of Sep- 
tember 19, 1890. Hon. J. N. Tyner 
writes the decision, evidently in answer 
to a request. Giving information of 
this sort seems to be a new departure, 
and it is in the right direction. The 
land company advertises $70,000 in 
‘**cash awards” to successful guessers 
The whole plan is set forth in a two- 
column advertisement in the New York 
Sun of Sunday, January 22. The 
scheme has been broken up in Great 
Britain, having been pronounced equiv- 
alent to a lottery enterprise. 





IN a specimen book just issued by 
the Cleveland Wor/d appears the fol- 
lowing suggestion to advertisers, which 
can scarcely be emphasized too 
strongly : 

It is always well to bear in mind that at- 
tractiveness is secured in the ratio of time al- 
lowed the printer. Ad setting isan art—like 
painting. There are painters who can dash 
off a picture “* while you wait,’’ but this class 
of work is not commonly found on the walls 
ofa gentleman’s drawing-room, The artistic 

rinter, like the artistic painter, requires time 
in which to do his best work. 

In every newspaper office the ten- 
dency of advertisers is to delay sending 
in copy until the eleventh hour. Gen- 
erally the tardy advertisements are ones 
which might just as well have been 
written some time in advance. While 
the newspaper is put to inconvenience 
by this disposition to delay, the adver- 
tiser is himself the worst sufferer. 
The typographical display of an adver- 
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tisement is half the battle and the printer 
should have every opportunity to do 
effective work. Most advertisers know 
this, but they need constant reminders. 


THE last page of PRINTERS’ INK 
will be for sale in February, and the 
best advertising medium in the coun- 
try will do well to secure it. The 
price for fifty-two issues will be seventy- 
eight hundred dollars, 





WANT advertisements, four lines; 
twenty-five words, will hereafter be 
inserted in PRINTERS’ INK for one 
dollar a week, and more space and 
continued insertions may be had at the 
same rate. ‘The want advertisements 
make the paper interesting. PRINT- 
ERS’ INK wants a full page of them in 
every issue. 








IT ANSWERED THE PURPOSE. 

Tue Pattapecpuia Watcu Case Co.,, } 

Riversipe, N, J., January 25, 1893. § 
Editor of Printers’ Ink: 

Referring to your article, ‘* Ten Per Cent 
Saved,” in Pxinrers’ Ink of January 18, the 
argument would be good were it not that you 
are in error in this case. Advertisement was 
ordered through agency, to be set in type 
by them according to the planand directions 
of writer, and was to occupy the space of ten 
lines, As the letter to you was written about 
the same time, information to you was nat- 
urally the same, 

Immediately upon seeing ad in print we 
discovered that it occupied but nine lines, 
However, it represented our idea in other 
respects, and we were satisfied, as we con- 
cluded that it answered the purpose. Still, 
we do not believe that advertising agencies 
should be encouraged in reducing the size of 
ads *“tten per cent,’’ for, instead of their 
clients being gratified upon receiving bill, 
fault might be found with returns from adver- 
tisement, and thus accounted for. 

Yours respectfully, 
Tue PuHiIrapeceuia Watcu Case Co., 
Henry Hoverson, Advg. Mgr. 
expiants 
TO ADVERTISE A WINE. 
From Truth. 

The art of advertising cannot go much 
further. I know of a wine agent who drives 
a dog-cart every afternoon from one end of 
Fifth avenue to the other, and who is paida 
salary for doing this because it advertises his 
wine, The importer of the wine pays for the 
cart and horse, and the solemn dolt who sits 
on the box and drives up and down is useful 
because people recognize in him a touter of a 
particular brand of champagne, and it is pop- 
ularly supposed that when they meet him 
they rush off and buy a bottle of that highly 
charged and over-sweetened beverage. f 
there was a sign on the tail end of the cart it 
might influence trade more effectually ; but 
then that would not be new, and the idea of 
the swell salesman touting his way up and 
down the avenue every afternoon behind a 
big chestnut gelding on a salary is unques 
tionably unique. 











NAUTICAL, 


JANUARY 12, 1893. 
Editor of Printers’ Ink: 

Permit me to remark on Mr. David M. 
Stone’s interesting article in your incompar- 
able New Year’s Number. His case, in 1849, 
was almost similar to one, of 1893, that I know 
of. He lost his position, had a wife to support, 
and $200 with which to support her and him- 
self. He found theeditor of the Jour. e/Com- 
merce, without the slightest trouble (in 1849). 
He got that editor to read his MS. the day - 
handed it in (in 1849). 
$20 for it (in 1849). The same editor paid a 
college man on his staff $600 a year—all he 
cuuld afford. Yet he paid young Stone for 
one article over the amount of that college 
man’s salary for a week (in the golden days 
of 49). Then this young fellow steps in on 
seskery of $1,000 a year—$400 more than the 
college man receives. There is an ancient 
and honorable body of gentlemen over in 
Brooklyn, called the Marines, to whom that 
article would strongly appeal. It is similar to 
the case I know of, because it is so different. 

Cuevy StyMe. 
—" — 


RELIGIOUS PAPERS, 


Omana, Neb., Jan. 13, 1893. 
Editor of Printers’ Ink: 
In the issue of Printers’ INK bearing date 
Dec. 28, 1892, Mr, William H. Maher gives 


what he claims to have been his experience in | 


advertising in religious papers. After seven 
years’ experience with large dailies and reli- 
gious weeklies I can cheerfully say that, for 
the money expended, the religious weeklies 
yield as large a return as the dailies, and there 
are certain lines in which the religious publi- 
cations excel. It must be borne in mind, 
however, that the advertiser must devote as 
much time in the preparation and changing 
of copy for one as he does for the other. An 
indifferently written, poorly set up and sel- 
dom-changed display is of little use in any 
medium, The bane of religious papers, so 
far as concerns their becoming successful ad- 
vertising mediums, has been indifference on 
the part of the advertiser and a certain chari- 
table idea in regard to patronizing them, I 
repeat, if the advertiser will make his patron- 
age a matter of business, rather than charity, 
advertise an appropriate article, thoughtfully 
prepare his advertisement, and give it even 
one-half the attention that he bestows on ad- 
vertisements in secular papers, his reward will 
be equal to the best results secured from any 
other medium. C. D. THompson, 





_ 


ANOTHER EXPERIENCE IN RELIGIOUS 
WEEKLIES. 





Editor of Printers’ Ink: 

I must take exception to your contributor, 
Mr. Maher, whose articles are always inter- 
esting, on the point of the value of the relig- 
ious weeklies as advertising mediums, With- 
out going into any elaborate argument on the 
question, I will simply state my personal ex- 
perience with two of this class of publications, 
viz.: the Christian Union and the Church 
man. One year ago I spent about three 
hundred dollars in the latter periodical in ad- 
vertising country real estate, and within a very 
short time—a very few weeks after the first 
advertisement appeared—I sold a six hundred 
dollar plot to a gentleman who had almost de- 
cided to move to California, but was in- 


fluenced by my ad in the Churchman to 
change his plans and locate in the Catskills. 
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The editor gave him | 





Last Thursday I took half of the front cover 
in the same journal, and on Monday following 
made two sales directly in consequence, which 
paid twice over for the space. 

_ With the Christian Union 1 have had a 
similar experience. Recently an advertise- 
ment costing $64 brought in $1,025 in forty- 
eight hours, and still larger returns within a 
fortnight. But in both these cases the results 
were largely cumulative ; that is to say | had 
been advertising right along in both mediums 
and in other papers and had attracted readers’ 
attention and set them to thinking. When 
the time wasripe, or when they were attracted 
by some new thing which | had to offer, then 
the responses came right along. In short, as 
I have learned from Mr. Ayer, “it’s keeping 
constantly at it that brings success.” 

CuHar_es F, WINGATE. 
—+e> __ 
ADVERTISING ON THE ELEVATED. 
From the New York Evening Post, 

In the suit of Mrs. Ellen Sheffield in Su- 
preme Court, Kings county, to recover dam- 
| ages against the Kings County Elevated Rail- 
road Company for injuries to her property at 
Cumberland and Fulton streets, Brooklyn, 
Gen, Gates, who appeared for the plaintiff, 
argued that one great source of annoyance was 
the advertising bill-boards which were put up 
on the platform of the station 

Judge Bartlett said that the company had 
no more right to erect bill-boards at these 
stations than they had to put them on private 
dwellings. They were there without any right 
or color of law, They were compelled to re- 
move them in New York, and they might be 
compelled to remove them here. The grant- 
ing of a franchise to the railroad company did 
not carry with it the right to run an advertis- 
ing bureau, 





| Displayed Advertisements 


50 cents a line; $100 a page; 25 per cent 
extra Jor specified position—if granted. 
Must be handed in one week in advance. 








A EDICAL BRIEF (St. Louis). Largest circula- 
4 tion of any medical journal in the world. 


$3. FRoRAY RIAN 29, 
HE KATES CATALOGUE, Greenville, Ohio, 
reaches the women. Advertise! Copy free. 


SUGGES Family Magazine. 2c. a line. 

AMERICAN PRESS Co., Baltimore. 

UPERIOR Mechanical Engraving, Photo Elec- 
trotype Eng. Co.,7 New Chambe' 








0 copies 
ens, Ga. 











rs St., N. Y. 


ADVERTISERS: GUIDE. Mailed on receipt of 
stamp. STANLEY DAY, New Market, N. J 


EATTLE TELEGRAPH—The only morning 
\ Democratic daily in Oregon, Idaho & Wash. 


REMIUMS FOR NEWSPAPERS. 
EMPIRE CO., 146 Worth St., New York. 


ANDSOME ILLUSTRATIONS for pupers. Cat- 
alogue, 2c. AM. ILLUS. CO., Newark, N. J. 

Gazette Advertising Record horney 
| Testimonials, GAZETTE, Bedford, Pa. 























E INDEPENDENT. Own your own new: 


r. Send for estimates 
WEEKLIES CO., 28 


S- 
to PICTORIAL 
West 23d St., New York City. 











please send 
9 circulars 
and price list of your directories to U. 8. AD- 
DRESS CO., L.Box 1407, Bradford, McKean Co., Pa. 














AONE ISER 





PRINTERS’ INK. 





195 


i oe; PUBLISHERS.—25 cents will place for one 

the name of your journal in the 
phabstical ~y* of dm and places and include a 
copy of the A sers’ Guide, postage paid. 
Sample for tap. 


STANLEY DAY, New [larket, N. J. 











ney pares. eoThe 
meer WEST. Aberdeen, South Dakota 
INOREASERS. ” Every oie. lo- 
advertiser wants ’em ; chea, 
a tive ; effective. Write RS 
. CHAS. W. HARPER, Columbus,0. 
e UI B Lie Always pays 
dvertisers. 
OPINION “=: 
4it_t. _New York. 


PATENTS: HOPKINS & A ATKINS, 
Magazine for the lo sendy of the 
itt. 


GERMANIA German lang. For 


ers —) ww - 4 
rite for information 














sam ay a rates of anverenng. etec., address 
GE _M 
THE BEST PAPER IN NEW omens. 
‘eT ZGERALD 
rave 
copper plate and print 50 visiting cards fc 
quette.” BELLM edo, O. 


anchester, N 
on LA PAY. Book free 
it, reliable work. 
8, ao. 
Washington, D.C 
21.00—Visiting Cards. We will en 

Samples, 4c. cee guerans Fo: 

we will mail ¢ book, “Card Eti- 
a cRX Bk BROS., * Tol 

LOUISVILLE WEEKLY AMUSEMENT} 
BULLETIN. Circulation 5,000 





kly. For free distribution at all local a | 


pe and public ~~ Room 5, No. 


Main St., Louisville, Ky 
CATALOGS! | CATALOGS |! Cc ATALOGS!!! 
=f pei ale and acevo ped cata- 


designs in e overs 
G 


mb 
eFIT i, wAXT ELL 
& CADY CO. oe 


Kate Field's faces ria 
Washington 


who} pay thei Bepaonl Are these 
3950 Pilbert St., Phila, . 
pr'©€S EAGLE MFG C2 New HAVEN.CON 


the people you w reach 

BULKYFY: : 
ESS 

TEACHERS are paid regularly. Spend 

















ms - 





pw you cdvertine? 
w ashington, »D. Cc. 
D 
The “the oft APD Ad Ld. \PDRI Lists, NC Ores and 
rappers addressed in a hurry by ee ope 


YOUR ne 

tion list. — 
Names guaranteed absolutely correct. For pa 
ticulars address F. D. BE 7 AP, Prest., 3143 316 | 
Broadway, New York City. 


oe a ted. Sent 
FOLDING 
ABE BOXES 








by M CTU RERS ( oO 
FOR ALL PURPOSES. 





—— ey freely, Are best mail 
customers. Make goc e reach them 
Normal Ins true tor. 20m pmonthly. 


( n.) 
DANSVILLE, N. Y. 
CTR TY PE —Wanted Advertisers 
ELE( wishing information 
g the New Haven Electros, mentioned 
in’P Protas INK of January 25, to address the 
manufacturers. 
New York Office—5 5 Beckmen Street. 
E, NOT Manager. — 


_ Trial ¢ adv. 10¢e. a line. 











DON 


Order any kind of cuts for he 4 
ve h 


until you 
from us, It will pay you to write us 


CHICAGO PHOTO ENG. CO. 
For holding Papers, Letter 





Files, Anything. Clean, 
yagms, Strong, Tf rorense. 
Cheap. In use all over U.S 


Send for catalog and testi- 
mo PE RACK CO., 
St, Louis Mo. 








| 
rsu bscrip- | 





THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, = = = « 15, 

Advertisers find IT P PAYS! __ 


WATCHES ~~ 
Are the Best PREMIUMS. 


Address the manufacturers direct. 


THE PHILADELPHIA WATCH CASE CO., 
RIVERSIDE, N. J. 


San Francisco Bulletin. 
‘ablished 1855. 

Largest ae Circulation in California. 

High character, pure tone, 


FAMILY NEWSPAPER. 


$22. ta Pesta es CUR- 
a ef 


DESK. Four 
Diy -- ited 
variety in stock and to order. 
American Desk & Seatin 
270-272 ——, Av., CHICAGO. 
8. a. 
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THE HOME CIRCLE, 


ST. LOUIS, MO 
75,000 Copies Each Month. 
An exceedingly desirable medium for 
GENERAL ADVERTISERS. 
> HOME CIRCLE Pups. Co., St. Louis, Mo. 


AA’ Advertising Agency, 


[Dodd 5 266 Washington == Boston, e 
Send for Estimate. J 


RELIABLE DEALING CAREFUL SERVICE. 


om LOW ESTIMATES. 2 


~ 


a>) 
































Advertising in England, 
European Continent, Etc. 


SELL’S 
ADVERTISING AGENCY, L’t'd. 


Capital, Poms, Sell, Man oll eur 
and an of “Sell’s World’s 

Full particulars regarding British or ~ a 
Advertising, sample papers, rates, etc., at the 
London Office, 167-168 Fleet street, or at 

New York Office, 21 Park Row, Ground Floor. 
Advertisers Say it PAYS THEM 

TO USE THE 


Auburn Daily Gazette 
Turf, Farm & Home. 


AUBURN GAZETTE CO., Publishers 
AUBURN, MAINE, 
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THE > o 
“SPOKANE a z 
me s *. 
SPOKESMAN } 2: 5 > 
il . 2 
has 75 per cent more paid subscribers o= 
than any other daily paper. published z> a < 
within 300 miles of Spokane, Wash. aa = a 
< a= 
How to Make = = 
RUBBER STAMPS. |i = 
Use Latest Improved Process | @ é 
and a New York Vulcanizer. Cir- muiameter 6 inches. Any desired advertisin 
ea OERE SRE r in bas-relief. py in 100 lots, $1 30, 
culars free. BARTON MFG.CO., For iifustrated Price List of fadorttoie Coc = 
dress BAI chock CO., Plattsbu rh. 








338 Broadway, New York. ea Omine, Pi Queen Victoria Stree 


A Thousand Newspapers The Western Man 


A DAY ARE READ BY 


The Press Clipping Bureau, | 


ts nothing if not generous. 

ROBERT & LINN LUCE, Hi ° 
68 Devonshire St., Boston, Mass. | 427¢ £72UeS Sreely—buys Sreely— 
FOK WHOM ? sey cities: opens wide his pocket-book on all 


liest news of constr uction: : 
Business houses, that want addresses of occasions. Answers advertise- 
probable customers; 
One hundred class and trade papers; | ments without the traditional 
Public men, corporations, professional | 


men, who want to get news, see what is said 229 
of them, ‘or gauge public opinion. | “ sque zing a dollar till the eagle 


One Wee | screams.” Will answer your 


: COLUMBIAN advt. if he sees it in his favorite 


EXPOSITION s|home newspaper. There are 
MEDALS. 2| 550,000 people of this broad and 


¢ Publishers can reap be at gee by a breezy Western type nm St. Louts 2 
¢ ll ¢ “ement in their papers. ° 
The COLUMBIAN EXPOSITION HEDAL ‘| 25,000 of them buy St. Louis 


is of aluminum, bright as new silver, ‘| ” 
elegant designs on obverse and reverse ‘| ” TRUTH every week, 
from costly dies. Send ten cents for a 










































~~, 








a ; ill tell i tory bett ; ) 
Sarria. Day cf bandaquavers, Write Write for sample copy and 
or call. is rates. 

. E. SKINN - ae 

+. TRUTH PUBLISHING CO., 

325 WASHINGTON STREET, ° 1009 Locust Street, 
Basten MASS. ( > 
PPP APP ST. LOUIS, M0. 








Was the term applied we A years ago to Zanesville, Ohio 
Lowell of the Wes which has since developed the brick and tile indust THE 
NEWS is the only Sunday paper. Put it on your list for 1893. 
WE do not CLAIM 
TO BEAT THE WORLD, 


But we do claim 
To be WAY AHEAD 


of many in the race. We claim that our 
50,000 to subscribers who pay for what 
they get is worth more to advertisers than 
1,000,000 thrown into the kitchen fire by 
ople’ over run with mp copies. ‘The 
Peete of the Pud’g.’ 
s others, will it: ot pay you! Testi- 
mi 8 free. Rates, cents. Discount for 











It Gets There i 

Wayside 
leanings, 

000 er month 












guarantee “ae wil stay with us. Please 
mention th Address quan SS Tee 
UBb’é CO, Elintonville, © 
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ANNOUNCEMENT. 


Quccn of Fashion 





THE MCCALL PUBLISHING Co. will hereafter be 


known as THE MCCALL Co., and will be under 


entirely new management, with large financial 


backing. The same business will be carried on, and 





the same publications published as formerly. The 

| \) QUEEN OF FASHION, 
\ commencing with the February number, will 
have a circulation of 200,000 copies each 


_— 
a we 
aii 

= 


month, mailed from this office, and our subscrip- 
tion books are open at any time to all advertisers. 
We intend making it the greatest Fashion Journal in the world, and eventually 
to have a circulation second to no other publication issued. 


The advertising department of this publication will remain, as heretofore, 


under the management of Mr. J. H. Cook, Address 


THE QUEEN OF FASHION, 46 East 14th St., NEW YORK. 
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» 

3A GOOD LIVING - ---+-- 

2 | 

¢ ! ‘ 

> FRO MONTHLIES ALONE! 

¢ a ctitat2 ee 
—_——- 

( 

> 

$ “We recently had an opportunity to examine the record book of a well- 

5 known advertiser. The book contained names of all publications he was using, 

q and for every reply received an X was placed at the side of the name of the 

Pa paper indicated yy a ‘keyed’ address on the envelope. One page of the book 

» was noticed to be literally black with these X’s. This page was found to be de 

2d voted to the monthlies comprising Allen’s Lists. Several hundred replies had 

») been received within a month, resulting from a small advertisement in these 

$ papers. The advertiser told us that he could earn a good living if he should use 

> this combination exclusively.”— Advertisers’ Gazette, December, 1892. 

¢ are Te ete Seas , ; 

» Twice the Returns of Even Larger Circulations. 

« MERIDEN, Conn., Dec. 6th, 1892. 

€ You ask, “ Have you solved the problem of largest results from an adver- 

dv tising investment ?” Well, not precisely, but for your pleasure we will say that 

ed every year your Lists give us certainly twice the returns of the —— 

2 dollarfor dollar, notwithstanding the fact that the circulation claimed is con: 

») siderably larger than yours. his proves conclusively that quality as well as 

$ quantity is an important point for the advertiser to consider. 

q Truly yours, 

$ (Signed) KELSEY PRESS CO. 

2 

4 If you are looking for. substantial results, do not miss these Twelve 

€ money-making Monthilies. 

>) 

» FORMS CLOSE TH 18TH OF EACH MONTH. 

») 

( 

>») 

») Proprietors of ; 

$ E.C. ALLEN & CO. ai Aitea’s Line, AUgUSta, Maine. 
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We have just completed and have READY TO DELIVER 


) Another New Model Fast Web Perfecting Press 


CAPABLE OF PRINTING, PASTING AND FOLDING 


16-PAGED PAPERS HAVING HALF-TONE AND OTHER CUTS. 
MAY BE RUN BY A MAN AND A BOY. 
Contains latest Ideas and our OF F-SET PREVENTING DEVICE and is 
THOROUGHLY WELL BUILT. 


Similar presses now in use on the Ohio Farmer, of Cleveland, Ohio, and Farm 
and Home, of Springfield, Mass. 


CAMPBELL PRINTING PRESS AND MFG. CO., 
160 WILLIAM ST., NEW YORK. 
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WHEN IN DOUBT 


USE SCRIBNERS 


| 











WA Curious Thing. 


We were figuring on our accounts the 
other day to see if we had been making 
any profits lately, and discovered a curious 
thing: 





The majority of our customers are news- 
papers with big printing offices of their 
own. 

Why do you suppose they come to us 
for special jobs? They must find that our 
work is unique and not readily duplicated 
in the ordinary printing office. 





Well, there may be sometbing in it. 


PRINTERS’ INK PRESS, 10 SPRUCE ST., NEW YORK. 
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OLUN TARY, 
TESTimMonaps. 


From some of our 
Principal Advertisers. 






From THE CLEVELAND BAKING POWDER COMPANY, Manufac- 
turers of “‘CLEVELAND’S BAKING POWDER.” 


New York, January 6th, 1893. 
Messrs. CARLETON & KISSAM, Boston, Mass. : 


GENTLEMEN—The old saw about comparisons is so trite and so true, that 
we won't even quote it, but it is enough to say that while we have been 
harassed by many a doubt as to the advisability of advertising in many street 
cars, it has never occurred to us to question the real value Messrs. Carleton & 
Kissam have given us in lines controlled by them. You have carried out the 
work so promptly and effectively, that we feel that you might open a training 
school for some who are going into the same line as yourselves. 

Yours very truly, 
CLEVELAND BAKING POWDER CO., 


Cc, O G, 





From T. E. DOUGHERTY, Manufacturer of DOUGHERTY’S “NEW 
ENGLAND CONDENSED MINCE MEAT.” 
CHICAGO, Dec. 23, 1892. 
Messrs. CARLETON & KISSAM, New York City: 
GENTLEMEN—I am well pleased with the experiment in street car 


advertising, and, no doubt, will renew my contract with you another season 
for an increased number of cars. 





Yours truly, 
T. E. DOUGHERTY. 


ARLETON & KISSAM, 
SOBrompicld S$, Boston, KF Ficz, 
198 &/99 Times GUd-g, Newyork. Principal Cites 


7000 Ful Tinelars, megponc! 





















you 


want 
to 

Advertise 

Anything 


Anywhere 


The 
Geo. 
P. 
Rowell 


Advertising 
Co. 


10 Spruce 
2. 
New York. 
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Why should an advertiser deal through 
an agent P 

Because the agent—if he is the right 
sort of an agent—can get better service for 
a given sum of money than the advertiser 
can. Hundreds of transactions during past 
years have given him a_ standing with 
newspapers, and assured them that all bills 
incurred are promptly paid. Experience 
has taught him what papers cut rates and 
how much of a discount can be expected. 
He has found out what papers it is best to 
use in covering a certain field for a certain 
sum, and what papers may be omitted. 
But, most important of all, the agent has 
learned in his transactions with other adver- 
tisers what sort of advertising has been 
found most satisfactory and profitable. If 
he turns his knowledge to account he is 
certainly in a position to assist new as well 
as old advertisers. Besides the actual cash 
value of his services, an important consid- 
eration with many advertisers, is the an- 
noyance and time saved in dealing with the 
representatives of hundreds of papers. 

All of these arguments for doing busi- 
ness with an advertising agent apply with 
especial force to the Geo. P. Rowett Ap- 
VERTISING Co., the best known agency in 
the country, and the one which has origi- 
nated many of the methods that are to-day 
in operation in the offices of other agents. 

A suggestion that you are ready to 
‘talk business” will have our prompt at- 


tention. 
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Moved on Sunday, Fanuary 22, 
to its new eight-story fire-proof 
building, 15 Spruce Street, 
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Witt 


which it occupies exclusively, 2mm 


, with the most perfect newspaper 





plant in the world. 
Two years ago this newspaper 





was not in existence. To-day it “2 
, ts third in advertising, second ‘ 
in circulation and FIRST in 








rapidity of growth among all 





Fim the New York newspapers. 
Hcy / ” - =e _—— 
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“THE KANSAS CITY STAR” PRESS-ROOM. 


THE PRESS _—..m. 


No deception in printing THE KANSAS CITY STAR. 
Press-Room on the ground floor, similar to the new New York Herald Build- 








ing. We invite you into it. Bring your supper and sit and count, and count, 
and count until you see the FOUR BIG GRINDERS grinding out their 
miles of paper. 


THE THINC as. 


to watch is the counter, mounting up into the thousands until 
it registers over 55,186 copies daily, and nearly 100,000 Weekly Srars 
come pouring out. 
seee—__100,000 FARM HOUSES ———um. 
reached every week by the Weekly Edition of the Star, in which the adver- 
tising space is strictly limited and exclusive to high-class business. 
Place your business through any reputable agency or address 


GEO. E. RANDALL, Manager. 
New York Office—Room 71, Tribune Bldg. 


TO CATCH THE CONSCIENCE 
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OATH 
DT WELVE HUNDRED THOUSAND mm 


STATE OF MAINE. 
Kennebee, Ss. Augusta, Jan’y. 20th, 1893. 
TE William H/ Gannett ef Augueta,aine, hereby certify andt 

make aath that T an tlie sele owner ef COMPORT; thet the etren- | 

lation of COMPORT for the menth ef Nevember 1392 was 1,114,030, 

thst the circulation for the December issue was 1,205,670, and | 

that wy present subscmptien list warrants me in making the as- 
| surance to the patrens ef my acvertising celumns that the eir- 
| culation for the year 1893 will at no time fall shert ef TWELVE 


HUNDRED THOUSAND eenies each issue. 


| STATE OF: MAINE. 
Kennebee, Ss. Auguata, Me,, Jan’ y. 20, 1893. 
Thar persenally appeared the abeve naned William H. Gannett 


ana amie oath that the feregeing affidavit by him signed is 


true; 





Befare me, HA UL 


Notary Publie, 








COMFORT = 


Over Twelve Hundred Thousand under Oath—Comfort. 


Comfort has the largest guaranteed circulation in America, and if you put it 
in Comfort it pays. It is the Household God of the mighty middle classes—North, 
East, South, West. Its success is without precedent, and its price, 25 cents per 
year, is the marvel of the age. 

Space of agents or of us direct. THE GANNETT & MORSE CONCERN, Publishers, 


Augusta, Maine. Boston Office, 228 Devonshire Street. New York Office, Tribune Building, 
Henry Bright, Representative, 
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Serre pore 


You should Subscribe for 


-PRINTERS’ INK,: 


‘The Little Schoolmaster in Advertising.” 





aaa 
O2O2O2O® 


PRINTERS?’ INK is issued weekly and aims 
' to reflect the current thought and tendencies 

of the advertising world. It searches out the 4 
brightest and most experienced advertisers 
and advertising men, prints signed articles or 
, interviews from them. 


PRINTERS’ INK aims to give suggestions 
to large and small advertisers—not alone by 
¥ precept but by example as well. Advertise- 
ments that are notable are reproduced and 
commented upon. The experiences of various 
advertisers are compared. 


y 

PRINTERS’ INK is not a large paper. Its 4 
small size is its special feature. Readers do 
not have to search through a mass of chaff to 
find a kernel of wheat. Even the old adver- 4 
tiser has his wits sharpened by contact with 
the brightest minds in the business. 


| 


The subscription price of A 
PRINTERS’ INK is $2.00 
ayear. Allordersshould 
y be addressed to 


PRINTERS INK, 
10 Spruce St., New York. 
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THE PHILADELPHIA ITET1. 








PRINTERS’ INK. 
AN UNRIVALLED EXHIBIT. 


only Pap 


A SPLENDID BUSINESS SHOWING. 


Sworn Circulation of Daily, Sunday, Weekly and Sporting ITEM for the Year 1892, 


Main Buildin 
running WHOLE- 
number), 


«five in 
FIVE of R. HOE 


nd deliver over Three 
erfect copies of THE 


our. 


er in Philadelphia having two separate 
ONS (Thirty. 


lishments (THE ITEM 


and owning and 
QUADRUPLE” PRESSES, guaran- 


Yr WAC 
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er in the world ownin 
aste, count 
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printin 


Magnificent success of the 


*** “MOT}BINOITO Zups0ds oFes19ay 
UO}BNIIpO Fuyjaods [wo 
UOTIBTNIAyO ATYOOM OFBI0AY 
WOTZB[NIAyO AT WOIM 1ejoL 


esccepees UOTJBNIATO 4 














pung [e101 


cecccdeccsecenseanenes a8vI0ae ATE 
chabert sonss} ABp-yooM ZIg JO [BIOL 
**1ved GUO OJ SONSS] |[V JO [VIO] 








|061°900'9|S81‘0L0'9|081 088" |09%°S20'9 |0L6 ‘zes"s 


098'6 + 


60F'T00'9 —jO88"990°9| 9920889 |0G9" TESS |0&S"6L0'9| 09S" 106'S 
nel s = | = 


























FSI |OOP'PST 
099'FS +) 0ez'2e + |O90'IS 





h 





OOS'S6 Le |OOSEST [O68 FST 
P9'PST |009'FST 





00G'FS +/OF6'1S + |09F'0S + 
(F688 
0&9'98I 
029‘981+ |OOP‘S8T 


M every 


IT 


























“pay | “ATOL | ‘HnoOe 











OIP't96's 
o09'6r +} 
OOF SST | O80°LST« | 1S 

5S OOFEST (08 








: OSO'LSE [12 
096'F8I O9s'98I [0c 
006'981 |6I 





008‘98T_ | IT 
08°Sk + |— 
OFG'281« OL 





OOL'S8T |QUe'S8I |008'S8I | O06'SSI |T 


| “lady | HOUVAN “aay 























that to the best of 


correctly shows the circulation of THe ITEM from 


+ Weekly. 


A. D. 1893. 
0. 10. 


8. C. BECKWITH, rorcign Mivertising, New York and Chicago. 


N 


HARRINGTON FITZGERALD. 
‘, Magistrate of Court 


ho, being duly sworn according to law 
Sworn and subscribed before me this 11th day of Janua 


+Sporting. 
er of THE PHILADELPHIA ITEM ; 


fe 





JOHN F. POLE 


: That he is Mana 


yeared before me, the subscriber, John F. Pole, Magistrate of Court No. 10 


HARRINGTON FITZGERALD, w 


* Sunday. 


ledge and belief the above tab 
January Ist, 1892, to December 31st, 1892, inclusive, and further deponent saith not. 


ersonally ap} 


of the said city, 


Cte of Philadelphia, 8.s.: 
doth depose and say 


his know 
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HE COULD NOT ASCERTAIN. 

The writer was assigned to go before Assist- 
ant Postmaster Gayler with the following 
questions and ask whether he would answer 
any one or all of them: 

1. Isit admissible fora person to select anumber 
of other persons to whom he wishes to present a 
complimentary subscription to a periodical and 

y a publisher for the subscriptions, and there- 
By cause the periodical to be sent witnout having 
previously communicated to his —— 
éeficiaries any knowledge of his intention 

. [have supposed the act of receiving and ac- 
cepting the periodical would constitute the con- 
sent necessary to make a subscriber Am I 
wrong! Examples of transactions of this sort 
are frequent in the case of political journals, and 
not uncommon with such as are devoted re- 

on, temperance and kindred causes. 

. As conspicuous examples of rs having 
sometimes secured | ists of subscribers in 
his way, I would mention the New York Adver- 
iser, Tribune and Voice. If there is anything 
irregular about this practice, will you direct me 
vo the section and paragraph of the law it vio- 


n- 





4. Am I correct in cuppesing that the pereon 
contracting for a certain number of subscrip- 
tions as above is not thereby necessarily debarred 
from inserting an advertisement of his own busi- 
ness in the paper subscribed for! 

5. It is illegal to send any very large number of 
free subscriptions in consideratian of an adver 
tisement contract, but I suppose, nevertheless, 
thatit is not illegal for the person who buys ad- 
vertising space to buy subscriptions also. Am I 
wron 

6. Lalso suppose that there isno more reason 

why concession in price may not be allowed by 
a publisher for a large order for subscriptions 
and advertising contracted for at the same time 
than there would be against allowing a conces- 
sion in price for a wholesale transaction in sub- 
scriptions or in advertising if made separatel, 
I ask for this information because it is desirable 
for me to know the views of the Post-Office De- 
partment before issuing certain business propos- 
als which are under consideration. 

7. If a rule that would be applied to the New 
York Advertiser, Tribune or the Voice would not 
be equally mg gene to the Scientific American 
or PRINTERS’ INK, will you kindly direct my at- 
tention to the clause of the law that makes it 
apply to one class of periodicals more than to 
another! 

Thereporter presented the paper and said: 
“The Committee on Post-Offiees and Post- 
Roads has summoned Mr. Rowell before them 
and will give a hearing next Friday morning. 
He would like information on these points, and 
applies to you as the nearest representative of 
the Post-Office Department.”’ 

Mr. Gayler replied: ‘* You want to know if 
I will answer these questions? Well, I won't. 
You should apply to the Post-Office Depart- 
ment at Washington.” 

“We have, and we can’t get a definite an- 
swer to anything.” 

** That isn't my fault,’’ replied Mr. Gayler. 
Then he went on to glance at the first of the 
type-written questions. After reading it 
aloud he said: ‘* I take it Mr, Rowell has ac- 
cess to the Post-Office regulations. He can 
make his own interpretation of them.” 

** But when we do, we get in trouble. Be- 
sides, you yourself have said that the rulings 
on second-class matter were so mixed up no 
one man could comprehend them all.’’ 

Mr. Gayler read the second question and 
said: * That's a matter forthe Third Assist 
ant Postmaster-General to decide.” 

After reading the third question he said: 
“ That’s included in the second.”’ 

The fourth he made no comment upon, and 
at the fifth he said: ‘* I know something about 
that.” 

Here he declined to read any further and, 
noting that the reporter was taking notes, said: 
“If you are interviewing me you can say that 
the Assistant Postmaster said that such ques- 
tions should be referred to the Postmaster- 
General,”’ 





PRINTERS’ INK. 


‘* Will you write us a letter stating that ?”’ 

‘*No, I will not. you have anything to 
ask of this office you should address your com- 
munication to the Postmaster of New York.” 

** But he has referred us to you,”’ 

“In this particular matter ?”’ 

‘On the whole subject of second-class post- 
age, We have repeatedly approached him 
and he has in each case referred us to Mr, 
Gayler.”’ 

* Well, you are asking the wrong man. Our 
duties are simply to obey the instructions of 
the Post-Office Department.” 





a 
WOULD YOU BELIEVE IT? 

In the autumn of 1891 the publishers of 
Printers’ INK announced that, as some con- 
cession from their weekly rates, to induce 
yearly orders, they would receive an order for 
an advertisement to be inserted in that paper 
for the year 1892 at 52 times the weekly rate, 
and would insert the same in the remaining 
issues in 1891 without charge. This is one of 
the pretexts seized upon by Mr. Wanamaker 
for the exclusion of Printers’ Ink from the 
mails. The following is a literal copy of a 
paragraph from his letter of June 24, 1892, 
finally excluding Printers’ Ink: 

“Another noticeable fact, showing that the 
circulation of PRINTERS’ INK for adverti 
purposes is the object ot its proprietors, is pre- 
sented in a circular got out by them in 1891, in 
which announcing, in bold pee, that ‘nine 
issues’ of the paper will be furnished ‘free,’ 
they offer to insert advertisements ‘ nine times’ 
in 1891 for gen to those who will pay for 
them in 1892 ; and the same proposition is subse- 
quently made—the number of ‘free’ issues be- 
G6) r as the year approaches its close 
103).”” 


To this extraordinary ruling the publishers 
of Printers’ IN« replied in the issue of August 
24, as follows: 

“ (103) PRINTERS’ INK eepenie to the publishers 
of America. Is it possible to reply to reasoning 
like this? Horace Greeley once said: ‘It hurts 
one so to kick at nothing.’ At this time, as has 
been said in this letter, the case of PRINTERS’ 
Ink was before the Department. If it was vio- 
lating some law from week to week, why could 
not the Department have conveyed a word of 
caution, instead of trying to kill so deserving an 
enterprise? But was PRINTERS’ INK, in fact, vio- 
lating any law! It isto be noted that the‘ nine 
issues free’ referred not to the paper, but to ad- 
vertisements that should be ordered to appear in 
all the fifty-two issues in 1892. The paper was 
not issued free for nine issues, or for one issue.” 

On receipt of this reply to the letter of ex- 
clusion, the Assistant Postmaster of New 
York, Mr. Gayler, at once readmitted Print- 
Ers’ INK to second-class rates, temporarily, 
till Mr. Wanamaker should have time to re- 
consider his blunder; but he being so angry 
that he could hardly use judgment, has never 
taken the time to do this, although the New 
York Post-Office found that the Department 
had plenty of leisure to write dozens of letters 
calling Mr. Van Cott and Mr. Gayler to ac- 
count for presuming to correct Mr. Wana- 
maker's blunders. 





WANAMAKER BACKS DOWN ON ONE 
POINT. 





Mr, Wanamaker’s Post-Office Department 
now admits that it is no part of its business to 
say how many exchanges a paper may have. 
Colonel Gayler, the Assistant Postmaster of 
New York, disposes of the subject in this 
way: ‘* When two newspapers exchange each 
may be said to subscribe and pay for the 
other.” 














PRINTERS’ 


IS ANY LAW VIOLATED? 


Circulars containing the following blank 
have been sent out to publishers everywhere 


by “ta journal for advertisers,” published in 
New York: 
PUBLISHERS NATIONAL ADVERTISER, ) 
2 Tribune Building, - 
ORK CITY, ....... , 189...) 
Gentlemen : 


Please send your paper regularly for one year 
to the following address and charge to my ad- 
vertising ay one dollar ($1.00). It is under- 
stood that you are to furnish us in confidence, 
for our use" a “list of customers handled by the 
leading advertising agents of America. 
Paper : 
NE nae dee deabewirmaaiediae 
As the proposition to take payment for sub- 
scriptions in advertising space is one of the 
grounds on which Printers’ INk was ex- 
cluded from the mails, a reporter was sent to 
interview Mr. Gayler, ‘the Assistant Postmas- 
ter at New York. The following letter, re- 
ceived from an Ohio publisher, was shown 
him, together with a copy of the blank pro- 
position enclosed : 


cae if 

THE SUNDAY NE 

Chas. U. Shryock, Publisher, 
ZANESVILLE, O., Dec. 30, 1892. 

Editor PRINTERS’ INK, New York City: 

DEAR Sirn—What would Uae le John say if he 
knew about this! Does it not cover the same 
te on Which myself and hundreds of others 

ave been writing to him for some weeks ! 

Yours truly, 
Cuas. U. SHRYOCK. 

“ Mr. Gayler, does this violate any law ?” 

Glancing at it Mr. Gayler said : 

“I will have to refer that to the Depart- 
ment at Washington,” 

* But this is one of the grounds that PRINT- 
ERS’ INK was excluded upon. If it is a viola- 
tion of the law don’t you think you ought to 
take some action? The paper is admitted at 


our Post~( Yifice at second-class rates, but 
RINTERS’ INK is exclude: 
** Well, you see this is a novel case. If you 


will leave the blank with me, I will send it to 
Washington and ask for instructions.” 

It will be observed that Mr, Gayler charac- 
terized this as a novel case, notwithstanding 
the well-known experience of Printers’ Ink, 

The reporter then called on Mr, Lancaster, 
the editor of the National Advertiser. This 
gentleman was busily engaged in opening let- 
ters containing blanks filled out by publishers. 

“You are getting a good many subscrip- 
tions by this scheme?” was asked. 

“* Yes, and we expect 15,000 before we get 
through.” 

Printers’ Ink believes that the National 
Advertiser's plan of exchanging subscriptions 
for advertising space is legitimate, but no 
more so than the same plans when operated 
by Printers’ Ink. The editor of the Na- 
tional Advertiser emphatically expressed his 
opinion that an outrage was being committed 
upon Printers’ Ink by the Post-Office De- 
partment and added: 

“Under the incoming administration, you 
will undoubtedly get your rights.” 

In the meantime, Printers’ Ink awaits 
with interest the reply from the Department 
to Mr. Gaylor’s letter asking instructions, 

Note.—Our reporter called on Mr. Gayler 
about two weeks later, but he had not re- 


ceived any reply to his inguirv addressed 
to the Department,—[ Ed. Printers’ Inx,] 
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At the dinner of the National Typotheta, 
held in New York, at the Hotel Brunswick, 
Jan. 17, ex-Postmaster-General James was 

resent and spoke on the subject of Benjamin 
Franklin, the ideal Postmaster-General. In 
the course of his remarks he made the follow- 
ing allusion to the manner in which the Post- 
Office is conducted by its present incumbent : 


** And the moral of all this is, that the Post- 
Office of to-day should be run upon the lines 
laid down by this many-sided man; that the 
trade newspaper of the Postmaster-General 
should not enjoy a monopoly of the Post- 
Office to the exclusion of other journals (ap- 
plause) ; that the mails should be quickened, 
ocean postage reduced, the free delivery made 
prompt and efficient, and the Department 


absolutely divorced from politics (applause).”’ 








-- 


THE SLAP, 





Offices : 
THE TYPOTHETE. 
19 PARK PLACE - 16 MURRAY STREET, 


THEODORE L. DEVINNE, President. 
DOUGLAS TAYLOR, | Vice-Pres 
WILLIAM CHARLES ROGERS, * 
= PARKE Cosy, Secretary 
W. Pasko, Kec. Sec’y 
AL POLHEMUS, Srenvurer 
” NEw York, Jan. 25, 1893. 
Editor pester INK: 

Didn’t_you hear of the slap thatT. L, James 
gave to yok wy at our dinner! He would 
not (i. e., Franklin) have used his influence as 
Postmaster-General to i npere the newspaper of 
another person while himself issuing one, to 
which the same objections could be made. 

Urquhart could give you ae exact language. 

c 


Ts, 


w. W. 





Pasko. 
o 
THE WANAMAKER INVESTIGATION, 


* The Committee on Post-Offices and Post- 
Roads is investigating charges affecting the 
Post-Office Department in relation to second- 


class mail matter.’’—Congressman Cummings 


in N.Y. Sun of Jan. 22d. 
+? 


A MATTER OF PERSONAL SPITE. 


Politics, I need hardly say », Se not touched 
upon in this m — but Amateur, in 
common, probably, with all Fos of its 
kind, is glad of the change in the national ad- 
ministration for two reasons, which it need not 
hesitate to give. The first is that, with Mr. 
Cleveland and a Congress committed to tariff 

reform, one may hope to see soon the Sal Pot the 
scandalous tax on foreign works of art. The 
second reason is that the unjust discrimination, 





by the Post-Office authorities, that ad- 
mirable little journal, PRINTERS’ = A J. 
as secon 


it of the privilege of being mailed 
¢ matter, Sooke ikea matter of personal spite 
and the Cleveland een mee be re! 

on, I think, to do justice to Jeo. P. Rowell 
& Co., its publis' — —Montague Marks, in The 
Art Amateur Sor January. 
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2% 
At Home 


They 
Read 





Vt, 
| x 


Thoughtfully and at leisure, while around 
the evening lamp—they all read 


“THe CLus.” 


The clubman is not always at his club. Most clubmen 














have homes of their own, and good ones, too. 

There are 500,000 of these clubmen and clubwomen in 
the United States. They are patrons of all the good things 
in life, and are good readers, too. 

They discuss general topics and business prospects at 
the club; they talk affairs of the family, personal wants and 
plans at the home. 

THE CLUB is on the library table both at the club- 
house and in the rich and comfortable homes of these bright 
men and women with money—always before them. 





= - THE CLUB CO., = - 
15 Tribune Building, New York. 








